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PA prehistoric monsters emerging from the sea, the famous “water 
buffalos” spearhead the assaults on Jap-held Pacific Islands, carrying the 
first attack wave up the beach and into land combat. 

One of our wartime jobs has been to supply electric wires and cables 
that operate the gun turrets, supply the lighting and connect the control 
instruments on the “water buffalos”. And similar Hazard marine cables 
—millions of feet of them — are installed in the cargo vessels that take 
the “buffalos” across the ocean and in the convoying warships that sup- 

rt their landing. Two of the sturdy electric cables used on the “water 

uffalo” are shown here. 

When peace sets these monsters at rest, millions of feet of wire and 
cable will be needed. Existing homes, offices and plants will need new 
wiring, repairs and expanded service, as will millions of new homes 
and countless buildings now on drawing boards. 


With Hazard you have assurance of the highest quality, and the 
necessary wide variety of Wires and Cables to meet every installation 
requirement. Hazard Insulated Wire Works, Division of The Okonite 
Company, Wilkes-Barre, Pa. 


t HAZARO™ 


insulated wires and cables for every electrical use 
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Inflation’s Timetable Under that title Col- 
lier’s Magazine for June 30th, 1945, carried an edi- 
torial which we feel constrained to reprint here. 

We believe sincerely that the danger of inflation 
is much more real than appears on the surface. We 
have no doubt that if the current trend toward in- 
Hation is not stemmed, the price collapse which must 
inevitably follow may have disastrous consequences. 
\Ve are convinced that earnest and intensive effort on 
the part of Government can avert the danger and in 
our opinion the OPA is the one government agency 
that has a chance of ‘doing just that. 

Admitting that many mistakes have been made, it 
is significant that prices have run wild in every line 
where no restraint has been attempted. That alone 
should convince the Doubting Thomases, that with- 
out earnest attempt to “Hold the line,” collapse and 
disaster must catch up sooner or later. 

As we go to press, news reaches us that Congress 
has extended the OPA for another year, with some 
curtailment in its scope. We hope that the coopera- 
tion given to its effort to “Hold the line” will grow 
in extent and sincerity. Meanwhile here is\ COL- 
LIER’S editorial: 

“Chester Bowles, head of the OPA, recalled in a 
recent public statement a bit of history which is much 
to the point at this time when most of us are itching 
to get rid of price controls and rationing as fast as 
we can. Key sentence in Bowles’ remarks: 

“We should never lose sight of the fact that near- 
ly half the inflationary price rises of the last war oc- 
curred after the armistice. 

“The armistice was dated November 11, 1918. 
Prices sagged slightly for the next three or four 
months, then began to hit for the stratosphere. 
Rents, prices and wages went into a wild race with 
one another. 

“In May, 1920, eighteen months after the armis- 
tice, the boom collapsed, as was inevitable. Factory 
payrolls dropped 44 percent, farm income 66 percent. 
Corporation profits sank from a net of 6 billions af- 
ter taxes to a net loss of 55 millions. Many a job 
evaporated, many a business went bankrupt, in the 
fierce though short panic of 1920-21. 

“This timetable of the first World War inflation 
is a parable for today. Most of us hate the wartime 


July 1945—WHOLESALER’S SALESMAN 


restrictions. For our part, we'd give an eyetooth, 
at least, for enough paper to meet the demands of 
all the people who want to buy Crowell-Collier maga 
zines. The OPA is not perfect, what with the small 
staff allotted to it and the prohibition-born American 
habit of trying to by-pass rules and regulations, and 
considering it quite an achievement when one 
succeeds. 

“For all that, this system of price control and of 
striving to ration scarce commodities fairly is several 
thousand percent better than no system at all. It 
hasn't entirely prevented wartime inflation—probably 
franklin 
Roosevelt’s ‘Hold the line’ instructions of May, 1943, 
the OPA’s endeavors have succeeded in holding rents 
to an over-all increase of only 3 percent, and clothing 
to a price rise of only 12 percent, and have actually 
brought about a 5 percent decrease in average food 
prices 


nothing could have done so—but since 





which, it should be noted, have risen sharply 
through the early war years to a peak of over 50 per- 
cent above the 1939 level. It seems a fair guess that 
Bowles and his associates will some day come in for 
nation-wide thanks. 

“The fact that, to quote Bowles again, ‘nearly halt 
the inflationary price rises of the last war occurred 
after the armistice’ is a warning to us not to drop 
price controls too soon 
throws in the towel. 


say the day after Japan 
We'd better hang onto price 
control for a while after the war, in the hope of pre 
venting any such flare-up and flopperoo as hit us af 
ter the last war, when danger of war-produced infla- 
tion seemed past. That was disastrous at the time; 
but worse, it was only the forerunner of the Real 
Thing that hit us in 1929.” 


* 
Rural Market Angle One of the significant 


war-time shifts in population holds promise of record- 
breaking future sales in rural America. 

According to estimates prepared jointly by the Bu- 
reau of the Census and the Bureau of Agricultural 
Economics nearly 5 million people, equal to 15.3 per- 
cent of the farm population as of April, 1940, moved 
away in the four years ending April, 1944. This 

(Continued on page 37) 
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exodus was chiefly responsible for the fact that in the 
same period the number of private households living 
on farms decreased by 670,000—equal to 9.4 per- 
cent of the national total. 

In the same four years income derived by the 
remaining farm population has increased by leaps and 
bounds which would indicate that today those re- 
maining on farms must have a much larger per capi- 
ta back-log of spending power than ever before. 

It means also, that those wholesalers who prepare 
intelligently for intensive cultivation of the farm mar- 
ket will find undreamed-of reward for their efforts. 


* 





YOU CAN HELP 


Paper is a Number | war material shortage—because over 
700,000 different war items are wrapped, packaged, 
labeled, tagged, or made from paper or container board. 
The Pacific war, when it speeds up, will require stupendous 
amounts of paper and board since double and triple pack- 
ing are required for protection against weather, insects, 
etc. 
So please— 


|——Share this magazine with your associates. Because of 
paper shortage, the number of copies is limited. 


2—Organize for a continuous drive in your office and 
plant to collect waste paper of any kind to put into 
paper salvage. Clean out old files, dead correspond- 
ence, obsolete records, useless display materials, car- 
tons, etc. Aid the war effort—speed victory—DO 
THIS EXTRA BIT TO HELP. 











* 


Contract Termination The Army and Navy 
have just issued jointly a Contractors Guide For 
Prime And Subcontractors. It contains an outline 
which suggests methods of advance planning and il- 
lustrates practical procedures for settlement of termi- 
nated contracts. 

Salesmen who have industrial customers that are 
now, or soon expect to find themselves in the throes 
of contract termination proceedings would do well to 
carry a copy or pass along information that copies of 
the guide may be obtained without charge by written 
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request to the Readjustment Distribution Center, 6th 
floor, 90 Church Street, New York 7, N. Y.  Lieu- 
tenant E. P. Lull is in charge of its distribution. 


* 


Construction Forecast The Associated Gen 
eral Contractors of America, Inc. estimate that from 
$5 to $7,000,000,000 worth of construction materials 
will be needed during the first post-war year. 

Not all project groups are analysed but in the case 
of schools and public buildings the materials needed 
are estimated to cost $645,000,000 which total in- 
cludes $39,000,000 for electrical wiring and fixtures 
That’s about six percent of the total. 

It is our considerate opinion that if local electrical 
contractors, wholesalers and utilities do the right kind 
of selling job, they can get a much bigger slice than 
six percent out of every school job, what with high 
intensity lighting, public address and intercommuni- 
cating systems, radios, equipment for vocational de 
partments, etc., to sell as “extras.” 


* 
Sidelights On Surplus Goods Vhe 


quarterly report of the Surplus Property Board, re- 


second 


cently submitted to Congress gives some figures that 
indicate how stupendous a job is involved in surplus 
goods disposal. 

During the first 10 months the value of goods de- 
clared surplus exceeded $1'% billion and sales are not 
going as fast as are coming additions to the list so 
that the total is growing steadily. 
that “total surpluses may approximate $100 billion” 
and points out that “surplus property is a by-prod- 
uct of victory. Like all by-products, its appearance 


The report Says 


is incidental to a larger objective.” 
proceeding at the rate of $40,000,000 per month with 
consumer goods, machine tools and construction 


Disposals are 


materials scoring as best sellers. 

Just how much disruption the process of surplus 
goods disposal will have on established industries 
cannot yet be measured. Certain it is that the S.P.B. 
is trying hard to channel goods through recognized 
agencies and it is stated that “‘a compliance system 
is being organized to prevent frauds and = other 


abuses.” 


/ 
/ 
} We 
/ 
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Joleco Fluorescents are used throughout the 
vitra-modern Socony-Vacuum, Lubrite Divi- 
sion, Administration Building in St. Lovis. 


JOLECO OFFERS | 
JOBBERS 
PROFITABLE SALES 
OPPORTUNITY ! 
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STEADY JOBS 
and EQUIPMENT BUYING 





USTAINED employment is not an attainable 
goal unless we can moderate the erratic fluctu- 
ations which have characterized the markets 

for producers’ equipment in past periods. 

In the 35th editorial of this series, “Sustained 
Construction Activity”, it was pointed out that there 
is no specific that can cure our economy of its 
“boom-or-bust” proclivities. Rejecting the notion 
that the construction industry could be so managed 
as to stabilize business as a whole, that editorial 
stressed the important contribution it could make 


to that end, and suggested several practical expe- 
' dients through which construction activity might be 


regularized. 

Producers’ equipment represents an area of pro- 
duction quite as broad and diverse as construction, 
though smaller in aggregate value. The classification 
embraces all types of durable equipment bought and 
used for profit—locomotives, motor trucks, electric 
generators, conveyors, machine tools, farm imple- 


» ments, and so on down to surgical instruments and 


et 


IAS 





dentists’ drills. 

Although the output of such equipment averages 
over a long period only 5 or 6 per cent of the nation’s 
total output, it resembles construction in its extra- 
ordinary ups and downs. While its component items 
differ widely in the amplitude and violence of their 
fluctuations, the class as a whole is one of the most 
unstable sectors of the economy, making therefore a 
quite disproportionate contribution to the cyclical 
swings of total production and employment. From 
1929 to 1932, for example, the decline in the output 
of producers’ equipment (at constant prices) was 
65-70 per cent, in contrast to a decline of 25-30 
per cent in the national output exclusive of such 
equipment and construction. 

A more recent example of the volatility of demand 
in this field may be found in the movement of a 
monthly index of orders for industrial equipment, 
which rose from 92 in the spring of 1936 to 160 in the 
spring of 1937, falling thence to 65 in the summer 
of 1938 and rising again to 142 in the fall of 1939. 
Such fantastic oscillations present an obvious and 
inescapable challenge to all concerned with eco- 
nomic stabilization. 

Not only are these fluctuations bad for the econ- 


| omy; they represent demonstrably bad buying policy 


on the part of the purchasers of equipment. Peaks 


/in demand come characteristically just before a busi- 


ness depression (1919, 1929, and 1937, for example) 
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when machinery costs the most to buy and install 
and when it has the lowest expectancy of continuous 
use. At exactly the wrong moment everyone wants 
to buy. In the depression itself, on the other hand, 
with costs down, and with nowhere for the economy 
to go but up, equipment is a drug on the market. 
No one wants it when it is cheap and has the greatest 
prospect for steady employment. Here is a behavior 
pattern so profoundly irrational there must be hope 
for its correction. 

There is ah inveterate tendency for business man- 
agement to forecast the future simply by projecting 
the trends of immediate past. Although it is axio- 
matic that the chance for an extended period of fur- 
ther prosperity is inversely related to the duration 
of the prosperity already experienced, this truism is 
generally ignored. The longer the boom has run, the 
more certain is business management that it will 
continue indefinitely. Convinced at last by “actual 
experience” that prosperity is here to stay, execu- 
tives give the green light to commitments for expan- 
sion and modernization previously deferred in a 
skeptical attitude of “wait and see”. The result, so 
often repeated in our economic history, is an ex- 
plosive burst of demand for equipment coincident 
with, and contributing to, the final spasm of a 
boom. Witness the phenomenal rise in industrial 
equipment orders during 1928 and the spring of 
1929. 

The same prophetic illusion works in reverse dur- 
ing a depression. Recent experience is projected into 
the future. Although the mathematical probability 
of an imminent and prolonged period of prosperity 
increases directly with the duration of a depression, 
it finds little reflection in business decisions. Timidity 
and caution are the order of the day. 

Compounding the errors caused by faulty per- 
spective, are a number of influences which make 
it extremely difficult for individual enterprises to 
follow a policy geared to sensible long-term con- 
siderations. In a boom, particularly in its climactic 
phase, most producers find their order books crowd- 
ed beyond the potential of their current capacities 
and are faced with the alternatives of expanding 
or losing trade to competitors. In depression the 
situation is reversed, and producers with unused 
facilities find it difficult to justify increases in their 
capital charges. 

An even more controlling factor in many cases is 
the availability of funds. This is especially important 
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for small concerns. Typically such firms enjoy but 
limited credit, and with no ready access to the 
securities markets, their capital expenditures depend 
primarily on earnings. When they are making 
money, they can afford to buy equipment; when 
they are losing, they largely disappear from the 
equipment market. Even great enterprises, though 
less dependent on earnings as a source of capital 
financing, are profoundly influenced by the volume 
of internal funds available for the purpose, a volume 
as a rule far greater in prosperity than in depression. 
Moreover, it is usually easier in good times to obtain 
outside funds through the sale of stock or by bor- 
rowing, since in bad times bankers, underwriters, 
and investors are susceptible to the same timidity 
and caution that afflict business management gen- 
erally. 

We are dealing here with a combination of psy- 
chological, physical, and financial forces which con- 
spire to aggravate the instability of demand for 
capital equipment. What can be done to reduce this 
instability and thus to bring equipment purchasing 
into a more sensible and constructive pattern? 

There is no panacea, no royal road to the solution. 
The problem has been with us since the beginning 
of the industrial economy. It is complex and difficult. 
It is not, however, wholly intractable. We may rea- 
sonably hope that industry will, through intelligent 
effort, make substantial progress toward a satisfac- 
tory solution. The industrial equipment field is one 
in which government, except for war periods, has 
exerted little direct control. The best insurance 
against the institution of government measures is to 
so conduct activities in the equipment field that no 
justification for government interposition can be 
made, 

x vr * 


1. The first and most important step is for industry 
itself to reconsider its heretofore haphazard and oppor- 
tunistic policy in the purchase of equipment, substi- 
tuting so far as possible a regularized, long-range 
programming of expenditure that will resist both the 
excited long-buying of booms and the equally disturb- 
ing underbuying of depressions. Such long-range pro- 
gramming is particularly appropriate and advantageous 
for large enterprises in established industries such as 
railroads, electric power, steel, automobiles, and the 
like, but it makes sense much more generally. 

Once executives come to realize that a reasonably 
stable equipment program contributes not only to the 
welfare of the economy but also to the lowering of 
their long-run equipment costs, the opportunity to com- 
bine a public service with private advantage should 
induce them to recast their policies accordingly. 

There is an even more compelling reason for pur- 
chasers of industrial equipment to do everything pos- 
sible to regularize their demands. Some concerns 
unquestionably will find themselves in a postwar posi- 
tion where speedy delivery of needed equipment, even 
though it involves the payment of premium prices, will 
seem to be justified. But there is no system of accounting 
that can show it to be a profitable transaction to pro- 
mote an equipment industry boom thz‘ runs a brief 


course only to collapse when the backlog of deferred 
maintenance and development has been satisfied. That, 
historically, has been the trigger which trips the door 
to the depression phase of the business cycle. No imme- 
diate advantage can compensate for the contagious 
paralysis that infects all business enterprise when 
major layoffs occur in any major segment. No pre- 
cautionary measures, self-imposed by business, can be 
regarded as unduly severe if they can prevent this 
devastating blight. 

2. Financial agencies can and should play a respon- 
sible role in regularizing equipment demand. Funds 
for the purchase of producers’ equipment should be 
offered boldly and at low interest during depression 
periods, and should progressively tighten as a boom 
market bids up the price of purchase and installation. 
Banks and financial houses have excellent facilities for 
gathering and interpreting market and general eco- 
nomic information. It is good business for them, and 
for the national economy, to exercise their accepted 
discretions in a manner that will help to promote 
economic stability. 

3. There now is almost universal recognition of the 
need for a thorough-going revision of our corporate tax 
structure to the end that effective incentives may be 
offered for private capital investment. The possibility 
of including provisions which would offer special tax 
concessions to equipment investments made in depres- 
sion periods is worthy of intensive exploration. 


ws 
w 


The fundamental problem here is educational. If 
all business enterprises in a position to do so were 
to regularize their equipment expenditures, it would 
have a tremendously beneficial effect. True, it would 
accomplish no miracles. For many concerns it is not 
feasible to schedule equipment buying over a long 
period. Even those who do schedule it are likely in 
practice to attain only a relative stability. It must be 
acknowledged, moreover, that few programs could 
withstand indefinitely a very deep and prolonged 
depression such as we had in the thirties. Neve 
theless the adoption of stabilization policies where 
feasible would make a signal contribution both to 
the restraint of booms and to the mitigation of de- 
pressions. Here is something industry can do for 
itself. 

It is easy to disparage such remedies for economic 
instability as are here proposed on the ground that 
they are partial only. However, joined with others 
also partial, they can achieve in combination a solid 
progress toward the goal of sustained high level em- 
ployment—progress that is unattainable through eco- 
nomic cure-alls. The road suggested is a slow road, 
and difficult, but it leads upward. 





President, McGraw-Hill Publishing Co., In: 


THIS IS THE 371TH OF A SERIES 
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Construction Outlook Is Bright, 
But Shortages Will Delay Activity 


Building contractors’ group estimates $21 billion market awaiting 


war’s end. WPB eases construction rules, sees improvement in 


supply of building materials in near future, but present stocks low 


( ONSTRUCTION _ programs _ that 
have been announced by private en- 
terprise and provided for by the federal 
government, total 


give an indica- 


which now 
21 billion dollars, 
tion of the enormous amount of construc- 
tion that will be 


approxi- 
mately 
needed after the war, 
according to H. E. Foreman, managing 
Associated General Con- 
America, 


director of the 
tractors of in a statement last 
month. 

“Private 
have been publicly announced total about 
$6,000,000,000 and the public programs 
about $15,000,000,000,” he 
“Most of these programs cover periods 
of from five to ten years.” 


construction programs that 


explained 


Construction programs totaling about 
$750,000,000 have been announced by the 
$150,000,000 by 
chemical and paper companies, $300,000, 
(00 by the theatrical industry and by col 
and about $260, 
000,000 by a miscellaneous group of pro- 
ductive industries, Utility com- 
panies have the largest program with a 
total of about $4,000,000,000 for modern 
ization and expansion. 


automobile companies ; 


leges and universities, 


he said. 


The largest single construction poten- 
tial that has been announced is new resi 
dential construction which the National 
Housing Agency estimates at 
1,000,000 units a year 
after the war. 


about 
in the first decade 


WPB Eases Rules on Construction 


The War Production Board last month 
announced that it was giving slightly more 
leeway in approving applications for con- 
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struction projects needed for starting or 
resuming civilian production or services. 
3roadening of the criteria to be met for 
WPB authorization of such contruction 
was announced as designed to further re- 
conversion to the extent that such con- 
struction can be undertaken without in- 
terference with war production or with 


more essential war-supporting activities 

Direction 5 to the construction orde1 

41, as amended by WPB, set up three 
categories of construction projects with 
criteria that must be satisfied within each 
category before authorization is granted. 
lhe three categories are: 

1. Additions to or alterations of exist 
ing facilities to make civilian products, 
representing slight modifications of the 
type formerly covered by Direction 5. 


2. Facilities for production of bottle- 
neck materials or components used in 
other industries. 


3. Facilities for needed civilian produc- 
tion or services, representing a slight ex- 
pansion of types formerly approved by 
WPB, and now 
W PB. 


The catch in this bright picture of con 


specifically itemized by 


struction possibilities, and the reason that 








MODERN OFFICE LIGHTING is exemplified in this newly furnished and 


lighted office of A. S. Moody, 


commercial vice-president of the General 


Electric Company, Portland, Ore. Installed as flush as possible without false 
ceilings, are nine fixtures, with thirty-six 40-watt lamps, providing 78 foot- 


candles. 
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SYLVANIA NEWS 


WHOLESALER EDITION 
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RECENT WPB RELEASE WILL BOOST 
YOUR FLUORESCENT LAMP SALES! 


‘ <VIiyV i | The Sylvania Soft White Fluorescent Lamp is back in production! Recent WPB 
G SELVANIA | ler | 1 restricti fa f Soft Whi hich is a bi 
’ order has removed restrictions on manutacture otf Soft lites—which is a Dig 
CA M PAIGN BACKS UP factor concerning wholesalers’ potential sales. F 
WHOLESALE SELLING As you know, the Soft White fluorescent lamp is the most important type for 


the kind of uses illustrated here: 


_ 








Backing up the wholesaler—helping him 1. It is the best fluorescent illumina- 


tion for all meats—necessary to butcher 
shops, delicatessens, restaurants, cafe- 
terias. 


cash in on profitable sales of fast-moving 
Sylvania lamps and fixtures through a 
big. national advertising campaign - 
that’s one of Sylvania Electric's most It is especially suitable wherever 
it is desirable to accentuate warmer- 
tinted merchandise. 

It is the light required for the 
flattering of flesh tones and complex- 
ions—as in beauty shops, and powder 
rooms in hotels, restaurants, and 
theatres. 


important jobs. ‘To do that job, ads like 
the one shown here speak to the right 


people—and help Sylvania dealers se/// 


Fluorescent at its Finest / 


fe on nn 


These Sylvania fluorescent lamps 
are now in stock, ready for shipment. 
in the sizes you want. Also available 
again are: Blue, Green, Pink, Red and 
Gold. For further information call or 
write Sylvania Electric Products Ine., 
Salem. Massachusetts. 





~* 
=a 
° 


VANIA 
ELE CPRIC 


With the recent WPB release of those 


popular Soft White fluorescent lamps 





(along with blue. green, pink. red and 
gold) consumer demands will rise—and 


Sylvania has been ready to meet those 





demands. As a matter of fact. through 
large-scale advertising, Sylvania has not 
only helped maintain a lively interest in, 





hut has helped increase the demand for 


better, glare-free fluorescent illumina- 





tion of all ty pes. 


SYLVANIA ELECTR 


MAKERS OF FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES; ELECTRIC LIGHT BULBS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC. DEVICES 
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wholesalers’ salesmen won't be overloaded 
with orders for wiring materials, etc., for 
from the 
War Production Board which states that 


1 while, is the announcement 


the supply of most materials needed for 
this construction is still in short supply. 


Aid Veterans Establish 
Businesses, REA Advises 


Electrical equipment and appliance man- 
ufacturers and distributors have an oppor- 
tunity to help hundreds of service men 
and women to get established in indepen- 
dent business enterprises following their 
discharge, according to William J. Neal, 
\cting Administrator of the Rural Elec- 
trification Administration at St. Louis. 

“REA is receiving letters of inquiry in 
increasing numbers from service men and 
women in all parts of the world,” Mr. 
Neal said. 


terest in business opportunities which may 


“All of them show a keen in- 
develop as a result of REA’s postwar 
financing of new rural electric facilities.” 

“Sometimes the letter inquires about the 
possibility of opening a new appliance 
store in a particular town,” he continued 
“Sometimes the writer wants information 
about house-wiring opportunities; some- 
times he asks about line-censtruction con- 
tracting. In a few cases the inquiry is 
localized; in others it either lacks any 
localization or refers to a rather large 
area, 

“Most of the inquiries 
establishment of a business will be a new 


indicate that 


experience for the writer. However, those 
who inquire are seeking an opportunity 
for independence in that America they 
have fought to preserve, and their ambi- 
tions pose a challenge to every one of us 
to help them get established in our post- 
war business world.” 

REA is releasing a brief description of 
the inquiries it receives. Any manufac- 
turer or distributor who may be interested 
can send pertinent material to REA for 
forwarding to any individual. Inasmuch 
as such material cannot be sent under 
frank, forwarding postage should be in 
cluded. 

Material for forwarding should be sent 
to the Rural Electrification Administra 


tion, Boatmen’s Bank St. Louis 


? 


Suilding, 
Missouri. 

The first list of inquiries includes the 
following : 





“UP AND COMING” wholesaler in Pasadena, Calif., is the Cook-Nichols 
Co., of which Homer Cook is the owner. The group seen above includes 
J. W. Stratton, left, manager of the lighting department, H. G. Troff, cen- 
ter, purchasing agent, and M. T. Burt, price clerk. 





More Radio Manufacturers Seen 
For Postwar; Pricing A Problem 


RMA head expects twice as many makers in 


the field. Association asks OPA to set radio 


set price policy before reconversion starts 


baler as many manufacturers will 
be making peacetime radios after re- 
conversion than before the war, according 
to R. C. Cosgrove, president of the Radio 
Manufacturers Association, in his annual 
report. 

Declaring that the pricing of peacetime 
radios presents very complex problems, 
Mr. Cosgrove said: 

“It is absolutely essential that all legiti- 
reflected in 
peacetime radio pricing. These prices will 


mate increases in cost be 
have to be based on full production, and, 
at the very best, manufacturers stand to 
lost money during the first months, when 
the quantities that can be made will be 
extremely limited. Volume brings down 
prices and, with limited volume even at 
Also, the 


radio volume will be spread among about 


best,, costs will be very high. 


twice as- many manufacturers as made 





ARMED FORCES PERSONNEL EFNQUIRES ON POSTWAR RURAL ELECTRIC 


BUSINESS 

Interest Locality 
PRC H., Pacis. ..<cs cs . Appliances Sales ... Baltimore, Md. 
Cpl. G., Pacific.. Appliances Sales ........... ... Columbus, Ohio 
C.E.M., M., Pacific Appliance Sales and Service . Princeton, Ind. 
EM 3/c S., Pacific. Appliance Sales and Service Michigan 
PFC C., Pacific.... o ADOURNCOS TRIOS. 20 cccesscce -ospece ee, Am, Fie., La. 
Pvt. N., Pacific Appliances Sales .......... ...+...Not specified 
T/Sgt. P., Europe. SO eee ...+.-+Dallas, Texas 


3., Pacific 

ng SEDs cca 
§ —- Pacific.... 
C.E.M., W., Pacific 
Capt. F., Europe 


.. Wiring ean 


WIUUME ccccece 7 
Appliance Sales and Service 
. Line Construction 


. Appliance Sales and Service 


. Not specified 
Northern Louisiana 
. Illinois 

. West Coast 

West Coast 


July 1945—WHOLESALER’S SALESMAN 


radio equipment before the war. Twice 


as many manufacturers will be making 
peacetime radios, and they are entitled to 
the places they can earn through their 
general contributions, their ability to be 


competitive and to provide acceptabk 
equipment to the public. 
“There is grave danger of industry 


overproduction, and my own _ personal 
pinion is that no price control is needed 
because this industry, above all others 
always has been terrifically competitive. 
Within a very few months after peace 
time production is permitted, every indica 
tion is that this high competitive spirit 
will manifest itself again and the great 
values the public enjoyed in radio before 


the war will be even greater.” 

Innual Meeting Held 
On June 13-14, the association held its 
annual meeting in Chicago. Anticipating 
an early return to the production of home 
radio receivers, RMA through its board 
of directors, took steps to expedite re 
conversion and the immediate allocations 
of channels for FM and television broad 
casting. 
m, & 


elected president of the association for 


Cosgrove, Cincinnati, was re- 


another year. Two new vice-presidents 


M. F. Balcom, Emporium, Pa., and 


(Continued on page 87 


45 








= The Weakest Link must be the SAFEST— 


a 






Build greater 
permanent 
fuse volume 


with ECONOMY! 


\ sa ea a Ie ..« but giving FULL-LIMIT Protection! 





2717 N. Greenview Ave. Chicago, Ilinois 


The Advertisement reproduced above is appearing in magazines hav- 
ing a circulation of over 200,000 — to men who specify or buy fuses 


The “Jink” between Jobber Profits and Economy sales is solid and safe. Adver- 
tisements like the one above constantly push higher the already enormous 
demand for Economy fuses. Backing the advertising campaign is Economy’s 
proven record for quality and dependability. There’s permanent 





satisfaction among the tens of thousands who use Economy fuses! 


1197 


2717 N. Greenview Ave. Chicago, Illinois 
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‘Electrical Wholesalers 
BUSINESS INDEX 








SALES INVENTORIES 


_" 


| 


Business Index 


For the Month of April 1945 
SALES lor the second month in succession, sales of 


electrical goods by wholesalers showed a gain, reaching 
152 percent of the 1! 





160 








150 


( 


39 average monthly level. This one 





140 


point gain over March brought wholesalers’ sales up to 
the highest point reached since April, 1944. 
It seems probable that during the next few months 





wholesalers’ sales performance may reverse the normal 


trend. Unless unforeseen obstacles interfere there should 











be sufficient reconversion business and enough civilian 
products becoming once more available to cause a con 
120 tinued month-to-month increase in sales at a time when 
wholesalers normally would be feeling the summet 

decline. 
| 110 While sales of other than electrical wholesalers were 
1939 1939 reported for the first four months of 1945 at 3 pr reent 
| higher than for the same period of 1944, electrical 
| AVERAGE ERAGE wholesalers reported a gain of 6 percent for the same 





period. Furniture and house furnishings were down 4 


| MONTHLY 
i SALES 


iW percent, farm supplies dropped Pas percent, while the 





hardware wholesalers, like the electrical wholesalers, 





showed a 6 percent gain. Automotive supplies whole 
salers reported the largest gains for the four-montl 





period, with sales 24 percent higher. 


INVENTORIES Although electrical wholesalers 


March had reported inventories above 90 percent for 





the first time since October, 1942, their cumulative tig 





70 


ures produced an even more impressive report for April, 
showing that inventories had increased to 98 percent of 


Bu BL TVTT ATT ld Lisbl, er QL LLU A TTY JUL UU eid dle ty 


pul uti pti ssa diculeisabiits pitti cutis tlie tititas mul Li 


the 1939 peace-time average monthly level. 











This high inventory level, representing a gain of 24 


percent in the last year, justifies the conclusion that 








electrical manufacturers have done a better job of get 
ting back to serving their normal customers than have 
those in other industries. In the same period hardware 
wholesalers saw their inventories decline 3 percent, fur 
WHOLESALERS SALESMAN niture and house furnishings stocks dropped 2) percent, 

and farm supplies were down 17 percent. Of the com 
© parable groups, only mill supphes showed a gain, 16 

rT ee = percent over April of 1944. 


COLLECTIONS Cotection percentages for April, 

SOURCE The figures we use as basis for these monthly 1945, were 95 percent, 6 points below the previous 
comparisons of performance in the electrical wholesaling month, and 1 point ahead of April of last year. Ac 

. ‘ . } pre -_] > 4 - ee 11 ? wreant fr > 

field are collected and compiled by the Bureau of the counts receivable in April were up 12 percent from the 
Census of the U. S, Dept. of Commerce. previous month and 5 percent down from April, 1944. 
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OF FIELD WIRE... 


Just one example of 


General Cables Service to 
the Nation and its Allies 


This output of one million miles of single conductor 
communication wire for the armed services represents 
the all-out effort at only one plant producing enough 


wire to encircle the globe five times each month. 


All ten General Cable plants have been working three 
shifts, seven days per week, on this and other essen- 


tial military items. 


Come final Victory, General Cable will as energetic- 


ally attempt to do its part in winning the peace. 


GENERAL CABLE 
CORPORATION 


Manufacturers of Bare and Insulated Wires and Cables 
for Every Electrical Purpose 
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REGIONAL ANALYSIS 


"ALES of 


April were not evenly distributed among the nine 


electrical goods by wholesalers during 
regions, While one region was reporting sales volume 
16 points above the national average, two were 5 to 6 
points respectively below the average, 

Only region 6, the East South Central States, showed 
increase. 


a sizeable \pril was the third consecutive 


month during which these states of Kentucky, Ten 


nessee, Alabama and Mississippi, have reported large 
month-to-month increases in the sales of electrical sup 
plies. Increased business activity in that region shows 
up in the closely-related field of industrial hardware 
supplies, in which wholesalers reported a 30 percent in 
crease in sales during \pril. 

\lthough all but two of the regions enjoyed increases 
in inventory, electrical goods were not evenly distributed 
Six of the 
reported inventories higher than the national figure, 
|. 


among the nine groups of states. regions 


with the largest month to month increase reported from 
South States. Only New England 
and the Middle Atlantic States showed declines. 


the [ast Central 

Che most significant indication of the improved con 
dition of electrical wholesalers’ 
\pril, 1945, figures with the same 
month of 1944. In this one year, beginning two months 


inventories is found in 
the comparison of 


before the invasion of Europe and ending a few days 
before inventories 
showed gains ranging from 16 to 47 percent in the 
various regions, only the New England States lagging 
in the procession. 


victory in Europe, wholesalers’ 
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APRIL, 1945 


Figures in this table apply to the geographic divisions 
as outlined and numbered in color on map above 
































SALES INVENTORIES 
April 1945 . April 1945 
Cunaad in °/, with eae Compared in °/, with 

s Region ; 

March April March April 

1945 | 1944 | (See Map) | jo45 1944 

97 90 | 93 97 

91 90 2 97 119 

99 107 3 106 136 

94 121 a 103 131 

89 115 5 104 116 

110 109 6 116 147 

88 117 7 106 139 

87 11 8 109 126 

97 106 9 105 124 

94 103 For 103 124 

U.S.A. 

STATES COMPRISING GEOGRAPHIC DIVI- 
SIONS: Region 1—Maine, N. Hamp., Vt., Mass., 
Rk. 1., Conn.; Region 2—N. Y., N. J., Penn.; Region 3 


(hio, Ind., Il., Mich., Wis. ; Region 4—Minn., Lowa, 


Mo., N. Dak., S. Dak., Nebr., Kans.; Region 5—Del., 
Md., D. of C., Va., W. Va., N. C., S. C., Ga., Fla.; 
Region 6—Ky., Tenn., Ala., Miss.; Region 7—Ark., 


La., Okla., Tex.; Region 8 
N. Mex., Ariz., Utah, 


Calif. 


Mont., Idaho, \W vo., Colo., 
Nev.: Wash., Ore., 


Region 9 
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Your Most Potent Competitors: 


The 


ax Exempt Cooperatives 





NDER our representative form 

of government a man intend- 

ing to go into can 
choose any medium he desires so long 
as he complies with the general busi- 
ness laws. incidentally, 
are enacted for the preservation of 
freedom of enterprise—not its re- 
striction. 

If a person wishes to become an 
individual proprietor, own and con- 
duct his own business, he can do so 
and he doesn’t need an endorsement 
of nobility for his product to insure 


business 


These laws, 


By Henry H. Heimann 


Executive Manager 
National Association of Credit Men 


a trade following. If he desires that 
he would like to form a partnership, 
this too is his privilege. In 
states he can even limit his liability 

partnership, providing the public 
is informed by the 
“as 

If he and his friends form a cor- 
poration, the 


use of the word 


laws of his state lay 
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some 


down the general rules under which 


he and his associates incor 
porate. 
on a membership basis they can erect 
their that 
foundation. If people desire to go 
into 


ganization, 


may 

If men wish to do business 
business structure on 
cooperative or- 
that too is their 
and there should be no law to deny 


them that right. 
Basically 


business as a 
privilege 


these 
within its sphere, 


types of 
should 
have equal law protection and equal 
laws. No special 


each of 
business, 


rights under our 
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privileges should be set up by law 
for the different classifications of 
business enterprises. There are, of 
course, differences as to private re- 
sponsibilities and regulations. In a 
corporation an investor's liability in 
the company is limited as compared 
with that of a general partnership 
or individual proprietorship; also, 
the earnings of a corporation are 
taxed two ways, first, on the cor- 
poration’s earnings and, next, on the 
dividends received by shareholders. 

The doctrine of equal rights for 
all and special privileges for none is 
so basic in our political economy 
that frequently its real meaning is 
lost. 
in some particulars, it has been non- 


In truth, to some degree, and 


existent in the past few years. 
Tax Exemption Is the Issue 


[Let it be understood at the outset 
that when I discuss cooperatives | 
do not believe anyone is justified in 
a tirade against cooperatives as such. 
If people want to organize a co- 
operative, that should be and must 
remain their right and _ privilege. 
l‘urthermore, there is a place in our 
society for cooperatives. But a man 
would have to be blind not to realize 


that the original intent and purpose 


Henry H. Heimann 


of cooperatives is being violated by 
some of our modern businesses op- 
erating under that name. 

It is the large tax-exempt co- 
operative that has gone far afield, 
with which I take The co- 
operative idea goes back a long time 
to the Rochdale movement in Eng- 
land in 1844. My readers are fully 


issue. 





CO-OPS CAN HINDER TAX-PAYING BUSINESS, when their tax-free status 


allows them to undersell the independent, tax-paying dealer. 


56 








aware of the history of that experi- 
ment. It was launched to cure an 
existing evil in the capitalistic sys- 
tem of that day. This evil was real, 
not imaginary. It wasn’t so many 
years ago that we had, to a more 
limited extent, the same situation in 
this country in a few of our mining 
and lumber camps. Today, how- 
ever, as we analyze the fastest grow- 
ing type of business organization in 
this nation, if not in the world, 
namely, the cooperatives, there is no 
background of these capitalistic evils 
from which to take our perspective. 
The original objective of coopera- 
tives did not contemplate the type 
of competition that these mutual or- 
ganizations now present to. private 
business, nor was it expected that 
cooperatives would be freed from 
the cost or burdens of government. 
The first cooperative operations 
were in the consumer field; later 
they centered in agricultural and so- 
cial activities where their business 
operations many times were inci- 
dental to their general purpose. 


Even in the foreign nations 
where cooperatives have been de- 
veloped to the greatest degree, 
such as in Scandinavian countries, 
we do not find the almost total 
tax exemption now provided by 
our own Federal laws as a special 
privilege to some cooperatives. 


In this country we have coopera- 
tive enterprises transacting a billion 
dollar volume of business per year. 
The total of the sales, production 
and distribution by cooperatives is 
growing by leaps and bounds. Some 
of these cooperatives are sharing 
practically none of the cost of the 
Federal government, although re- 
ceiving all the protection that is ac- 
corded profit making, tax paying en- 
terprises. 


Co-ops Are a Tax Burden 


This situation becomes 
alarming when we consider our 
staggering debt and the cost of 
servicing it. Each and every time 
a cooperative, tax-exempt organ- 
ization is launched, an added bur- 
den of the cost of government is 
placed upon private business. ‘he 
consequence of this expansion is 
obvious and frightening. Where 
will it end and how are we to pay 
for government, are natural ques- 


more 
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HENRY CO. REMC 


of this REA-financed electric power cooperative in Newcastle, 
Ind., are introduced to a variety of traffic and major appliances 


tions that are still to be answered. 

If the tax-exempt cooperative plan 
is, as its proponents contend, the 
answer to our economic problems, 
then it would be logical to assume 
that every business institution in 
this country should adopt this form 
of enterprise. But should this oc- 
cur, you would have, in reality, a 
modified form of a socialistic type 
of government. 

I will leave to the reader his own 
conclusion as to how burdensome 
the cost of government might be to 
individuals if all businesses were 
exempt from taxation. If all busi- 
nesses could organize as coopera- 
tives, with the practically tax-exempt 
regulations of our present Federal 
tax laws, there would be only nomi- 
nal amounts of Federal taxes col- 
lected from business. 


They Grow on Taxes You Pay 

But tax exemption is only half 
the story. A beneficent government 
will, in some situations, aid co- 
operatives financially with funds at 
rates of interest normal. 
Since no government is a producer, 
except as it gives either a good or 
bad account of itself in the form of 
government it provides, when gov- 
ernment funds are made available 
at less than normal rate of interest, 
the effect is simply saddling added 
taxation burdens on the remaining 
free enterprises. It is from taxes 
that the deficiency in government 
interest rates to cooperatives are paid 


below 
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CO-OPS CAN HELP TAX-PAYING BUSINESS. Members in the window of their co-op. But the products are displayed 
by and for sale by a local tax-paying appliance dealer, 
not by the tax-free co-operative. 





CO-OPS CAN HINDER TAX-PAYING BUSINESS. The above farmer’s coop- 
erative, described as a place where “farmers” supplies are bought ... cutting out 
profits of ... hardware dealers,” operates tax-free. The dealers whose profits were 
cut out are taxpayers. 





CO-OPS CAN HELP TAX-PA YING BUSINESS. A showroom where consum- 


ers can study home economics the electric way, can learn how to use electric 


appliances, is provided by this REA-financed cooperative power association in 
Tekema, Nebraska. 
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—taxes paid by private enterprise 
and by individuals. 

The expansion of cooperatives 
has become so rapid that we no 
longer have the type of simple co- 
operative. Today we are launching 
into an era of super-cooperatives. 


Ironically enough, we create laws 
against private holding 
companies but in the cooperative 
field by law we not only encourage 
them but give many of them our 
blessing with a liberal benediction 
of special privilege. 


business 


Secause the cooperatives are prac- 
tically exempt from Federal taxes, 
the advantage they have over tax 
paying businesses is self-evident. It 
requires no stretch of the imagina- 
tion to see that as new tax-exempt 
cooperatives are launched, old and 
new private enterprises—tax paying 
business—are put further in jeop- 
ardy. The reason is obvious. 

These old and new private busi- 
nesses, or tax paying businesses, 
must not only make a return on 
their investment if they are going 
to survive, but in addition they 
begin with the handicap of hav- 
ing to absorb the cooperative’s 
share of the tax burden of the 
Federal government—a _ burden 
shifted on their shoulders from 
the cooperatives by the tax- 
exempt privilege in our laws. 

On a recent trip in the far west 
a private distributor of combine- 
harvesters informed me that his 


competitor, a tax-exempt coopera- 
tive that followed the plan of re- 
turning savings, redistributed ap- 
proximately $200 that year to each 
purchaser of a combine machine. 
Of course, the cooperative distrib- 
utor paid no Federal tax. 

Had privately owned distribut- 
ing companies been spared Fed- 
eral taxes, they could have re- 
funded slightly more than did the 
cooperative but since they were 
taxable they are facing the law 
of diminishing returns and event- 
ual liquidation of their business. 
Each new tax-exempt cooperative 
competitor they face means that 
their own taxes will be higher and 
the returns on their investment 
will be less. It can’t be otherwise 
because they will have to make up 
the deficiency in the cost of gov- 
ernment which the cooperatives 
do not pay. 

The cooperative may say that 
the individual who receives the 
refund deducts it from his cost of 
operation and his income is 
greater and thus he pays more 
taxes to the government. The 
answer to such a statement is 
that, assuming this is correct, 
there is but one tax collected by 
the government from an_ indi- 
vidual and not double taxation 
as occurs in the ordinary cor- 
porate business. If there are to 
be equal rights for all and no spe- 
cial privileges for a few, then the 
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CO-OPS CAN HELP TAX-PAYING BUSINESS when they provide a public 
necessity, such as electric power, in areas not practical for the privately-financed 
utility. New markets for the tax-paying dealer and distributor are opened. 
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Federal government must either 
tax these cooperatives or must 
eliminate all taxes from private 
business and rely solely upon in- 
dividual taxes for its revenue. 
American business cannot ‘main- 
tain itself half taxed and half tax- 
exempt. 


Their Promotion Technique 


The ambition of some cooperative 
management is not as easily satis- 
fied as in the early days of the move- 
ment. In the last few years various 
means have been employed to avoid 
making a full redistribution of co- 
operative savings. The plan and 
practice in some instances is to allow 
earnings or savings to accumulate. 
These accumulations dre then 
utilized to add to the cooperative 
structure by acquiring new busi- 
nesses or launching new cooperative 
ventures. The result is  super- 
cooperatives. If such programs con- 
tinue, some of these super-coopera- 
tives may soon be putting the 1929 
financial wizards to shame! 

Business Pays 80% Tax 

Let us take a tax-exempt super- 
cooperative and compare it to a sim- 
ilar size business that is paying its 
taxes. The large size tax paying 
business will have to pay at least 
eighty percent of its earnings in 
Federal taxes. The giant cooperative 
pays practically no tax. The giant 
cooperative furthermore may in- 
geniously give so-called patronage 
dividends in stock and not in cash. 
They can use thisaccumulated 
reserve of cash to buy out tax pay- 
ing competitors, to establish fac- 
tories and for any other purposes of 
expansion. Here then is a situation 
that many contend is becoming a 
growing menace to private tax pay- 
ing business in this country. 

Somewhat similar is the recent 
entry of government into business, 
where its operations are naturally 
exempt from taxes. Unfortunately, 
in government operations, figures as 
submitted indicate a very fine earn- 
ing record and savings to the people 
but very seldom is mention made of 
the fact that the business contributed 
nothing towards the upkeep of the 
government. On the contrary, these 
operations are supported by those 
who provided funds with which to 
finance the government. As a war 
measure some of these government 
operations were necessary, but they 
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should have no place in a peace- 
time economy. 

Yes, it is a long way from the 
Rochdale days to the present super- 
cooperatives. Let me repeat at this 
point this is not a tirade against co- 
operatives. They have a purpose. 
Nor can anyone make the general 
statement that certain types of co- 
operatives built along social lines 
may not be entitled to some freedom 
from taxation. When the transactions 
of a tax-exempt cooperative that is 
competitive to private tax paying 
enterprise is merely incidental and 
its volume only limited to its main 
objective and business does not 
constitute its primary purpose and 
existence, then a tolerant person 
might readily accept the view that 
it is entitled to special privileges. 

Credit associations are member- 
owned organizations but they pay 
taxes on those services they render 
in competition with private business. 
We all know, of course, that re- 
ligious organizations are tax-exempt, 
as they should be, and that farmers’ 
granges, Chambers of Commerce 
and other qualified organizations or 
societies are likewise tax-exempt. 

If cooperatives had been held to 
their original purposes they could 
not be too severely criticized on ac- 
count of the special privileges they 
now enjoy since their original ob- 
jectives could not, by the wildest 
stretch of imagination (except in the 
minds of the socialistic planners) 
encompass the broad program that 
has been developed in recent years. 

What Can Be Done 


What is to be done about it? My 
suggestion is that you who are in 
private business and who are carry- 
ing the load of the cost of govern- 
ment state your objections to your 
Representatives. Ask them to either 
tax the tax-exempt business of the 
cooperatives or to free you of taxes 
on your business. Well, let us as- 
sume that you try this and fail. 
Then there seems only one solution. 
My answer is to adopt the philoso- 
phy of the Irishman who said, “If 
you can’t lick ’em—join ’em.” If 
ten percent of the existing profit 
paying businesses would rush to re- 
organize on a cooperative tax ex- 
empt basis, our government would 
soon place the tax-free cooperative 
business enterprises on a tax paying 
basis. 

I want to close with reemphasis 
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CO-OPS CAN HINDER TAX-PAYING BUSINESS when they extend their 
activities beyond the original basis for their existence. This Huntington, Ind., 
cooperative, started to aid farmers pack and ship their products, now uses its 
tax-free status to buy a variety of supplies for more than a thousand members. 














CO-OPS CAN HELP TAX-PAYING BUSINESS. 





Independent, tax-paying 


appliance dealers in Lovington, Va., are encouraged to display their lines in the 


showroom of this REA-financed 


on the fact that the right to form a 
cooperative is inherent in any group. 
To object to the formation of co- 
operatives is un-American. To ob- 
ject to cooperatives being allowed to 
compete with tax paying business 
while being relieved of practically 
all taxation by the Federal govern- 
ment is only demanding justice. Un- 
less we have justice, our representa- 
tive form of government will go and 
we will find ourselves a socialistic 
nation. 

The confines of this do not permit 
me to go into detail as to the way 
cooperatives are treated in other 
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cooperative 


electric power association, 


countries except to record they en- 
joy no such privilege, nor can I dis- 
cuss the various and ingenious means 
cooperatives have used here in de- 
veloping the expansion program. I 
have sought to give you a general 
outline, and remember that while I 
am not at all in sympathy with any 
view that would seek to pronounce 
a death sentence on cooperatives, I 
am decidedly against tax-exempt 
competitors. Finally, as I have re- 
peatedly stated, this represents my 
personal views and is not to be con- 
strued as an official viewpoint of the 
credit organization. 
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Hish Intensity Lighting 1s What 


100 Footcandles He “Takes” 





Close-up of the counter and stock shelves at 
North Coast, Portland, Ore., bathed in 100 foot- 


T North Coast Electric Com- 

pany, Inc., Portland, Oregon, 

of which Harry Byrne, Jr., 
is president, an office and store re 
modeling job has just been com- 
pleted. 

The lighting installed has an aver- 
age intensity of 100 foot candles 
throughout the 40 by 90 foot room. 
This is right up to the highest 1n- 
tensity now being recommended for 
interiors of this character. The 
room offers extremely visible proof 
that this wholesaler of electric light- 
ing equipment and supplies does not 
hesitate to take the same kind and 
strength of medicine that is pre- 
scribed for the customer. 

Not only has the new lighting ma- 
terially increased the productive 
capacity and morale of the office 
force as a unit, by providing all the 
glareless, shadowless light that can 
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be desired in every part of the 
working space, but the installation 
is a very effective demonstration to 
make to prospective customers for 
the lighting equipment products 
carried by the company. 

From the technical standpoint, the 
fixtures are Guth type M-3032 with 
GE 40-watt 
lamps, the fixtures being in rows on 


white, fluorescent 
seven-foot centers, hung 12% feet 
from the floor. These are connected 
so that every other fixture can: be 
cut out if desired, giving approxi- 
mately 50 foot candles instead of 
100. This feature was one de- 
signed on paper in a moment of 
what might be termed “naive op- 
timism.”” Of course, once the in- 
stallation was in operation no one 
in the room could think of trying 
to do business under a mere 50 foot 
candles, so all lights are on con- 


candles of light. Having counter and stock shelves 
at side of room is a company policy. 


stantly during the working hours. 

As Harry Byrne pointed out, one 
thing leads to another and the new 
lighting system brought them up to 
the point of putting in an air con- 
ditioning system—for this wattage 
of lamps, with their ballasts, pro- 
duces an amount of heat that calls 
for ventilation beyond the ordinary 
in summer months. That resulted 
in their starting clear back to the 
heating plant and putting in a new 
furnace with air conditioning equip- 
ment. 

Considerable thought was given 
to the arrangement of the office, to 
Save steps in inter-departmental 
work. 

In closer study of the photograph 
which shows the room as a whole, a 
rather distinctive feature of the ar- 
rangement becomes evident. When 
the customer enters here, he is in- 
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This Wholesaler Prescribes— 
When Modernizing For Postwar 
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More distant view shows how the counter and 90 feet, with the entrance at the far end of room 
shelves border the main office. The room is 40 by with information and telephone board by the door. 


troduced, in a way to the whole or- 
ganization and the internal machin- 
ery of the place where he is doing 
business. His main object in com- 
ing there may be to get to the coun- 
ter. There is no obstacle in his 
way in getting there. But it is 
placed along the side instead of 
across the front, as usual. 

Instead of the offices being out 
of sight behind partitions, or per- 
haps located on another floor, here 
they are laid out before him. If it 
is a matter of service he has come 
to check up on, he can probably see 
the attention that is being given to 
his request for information by the 
parties involved. In other words, 
no matter what the purpose of his 
call, he feels that he is invited to 
step right into the bosom of the 
family, and all under the eye-easing The other side of the office, opposite the counter, Although every other fluorescent 


. a 7 ; unit can be cut out, the office force at this adequate-lighting minded whole- 
light of 100 foot-candles. saling establishment can’t be satisfied with a mere 50 footcandles! 
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Check Your Post-War Plans 
With This National Survey" 





Every salesman and wholesaler will want to study the basic 
objectives that 477 electrical wholesalers and over 8,000 


other wholesalers and over 13,000 manufacturers have in- 


cluded in their post-war plans. Forewarned means forearmed 





N idea of the amount of change 
A in prospect for business is 

important as a guide to im- 
provement and expansion of serv- 
ices. One way of judging the 
amount and nature of coming busi- 
ness changes is by finding out what 
business men are thinking on the 
subject. It is, of course, true that 
all the changes planned may not ma- 
terialize after the war. It is also 
true that all who say they have post- 
war plans may not have the follow- 
through and fortitude to ripen those 
plans. Nevertheless, the current at- 
titudes of business men do affect the 
situation and the prospects of busi- 


ness and thus have an important 
effect upon the future plans of other 
people. 

To secure a rough idea of the 
amount of ferment of this type 
working in American business, Dun 
& Bradstreet, Inc., conducted a busi- 
ness poll on prospective post-war 
changes in merchandising. 

By means of the questionnaire, 
the agency asked about 170,000 busi- 
ness concerns, mostly manufacturers 
and wholesalers, the following ques- 
tions : 

“Are you planning to: 

“1. Manufacture or 
new products or lines? 


wholesale 





Per Cent 
100 


CONCERNS PLANNING TO SELL 


NEW CLASSES OF CUSJOMERS 
By Net Worth Size Groups 
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“2. Sell new classes of custo- 
mers? 

“3. Expand or contract your 
sales territory ? 

“4. Use new methods or chan- 


nels of distribution ? 

“Do you contemplate any other 
fundamental change in the operation 
of your business ?” 

More than 27,000 of the ques- 
tionnaires were returned, a response 
of better than 15 percent. Of these 
something over 22,000 were usable 


returns from manufacturers and 
wholesalers. 
In any such survey where re- 


sponses depend entirely on volun- 
tary action, they are likely to come 
principally from the more progres- 
sive and aggressive concerns. As a 
consequence, the amount of change 
indicated for any given line or for 
business as a whole probably ex- 
ceeds by an undeterminable amount 
the typical amount of change in that 
line or in business as a whole. 


Replies Summarized 

The replies received indicate that 
the changes most commonly planned 
by business men relate to the expan- 
sion of territories and the 
addition of new lines or new prod- 
ucts. A smaller proportion (about 
one in three) of the concerns expect 
to seek new classes of customers; 
and still fewer (one in every four) 
envisage changes in methods or 
channels of distribution. Only about 
one manufacturer in every eight, 
and one wholesaler in every six 


sales 


WHOLESALER’S SALESMAN—July 1945 





plar 
The 
seel 
oth 
firn 
cha 
ligt 
cate 
less 

\ 
plic 
clit 
the 
pre 
thi 
t sal 
ere 
on 
fac 





ee 
__ 
D 


i it) 
er 
y es 
if p! 
il m 
I 
1 
\ ct 
} 


i ansaaeaN eT 
t < 
an = 


et 





CREST PS 
_ 











. —_ 
ae ane me ct tne 


== 4 











plans other fundamental changes. 
The last is not so surprising as it 
seems when first compared with the 
other percentages. Any higher af- 
firmative response on fundamental 
changes (which are not to be taken 
lightly) would probably have indi- 
cated a tendency to answer care- 
lessly. 

Wholesalers appear, from their re- 
plies to the questions, to be more in- 
clined than manufacturers to modify 
their merchandising policies and 
practices after the war. Doubtless 
this results from the fact that whole- 
saling itself is a merchandising op- 
eration, whereas merchandising is 
only a part of the job of the manu- 
facturer. Another possible ex- 
planation may lie in the fact that 
wholesaling is in a greater state 
of flux than manufacturing and 
therefore has a keener awareness 
of change and more will to meet 
change. Another indication of the 
greater flexibility of wholesalers 
is found in the startling uniform- 
ity of responses among the sev- 
eral size groups. Even the small- 
est wholesalers are apparently 
prepared to make many adjust- 
ments in the years that lie ahead. 

The fact that about half of the 
concerns in both manufacturing and 
wholesaling expect to expand their 
sales territories is a clear indication 
of the increased competition to be 
expected after the war. The propor- 
tion of concerns which expect to 
contract their territories is negli- 
gible ; indeed, it would seem at first 
glance surprising that there are any 
such. On further reflection, how- 
ever, one wonders whether sufficient 
consideration has been given by 
business men to the findings of the 
U. S. Department of Commerce and 
others that most companies can in- 
crease their net profits by limiting 
their sales activities to fields which 
can be covered efficiently instead of 
continually aspiring to bigness. 


Anticipate Many New Products 


Among manufacturing groups, 
the automobile, chemical, electrical 
machinery, machinery, rubber, and 
transportation equipment industries 
are those in which changes in lines, 
customers, sales territories, and 
methods of distribution are most 
widely expected. These are all in- 
dustries in which large companies 
predominate, each manufacturing 
many products and each constantly 
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Chemicals & Drugs.. 54 46 39 
Dry Goods & Apparel 35 65 32 
Electrical Goods ..._ 67 33 49 
Farm Prod. — !mme- 

diate Consumption 20 80 17 
Farm Products — Raw 


Materials ........ 10 90 15 
Furniture & Hovuse- 

furnishings ..... 52 48 33 
Groceries .& Food Spe- 

GU. cctstas “Oe 63 28 
Hordware ........ 54 46 42 
Lumber & Construction 

Materials .......- 36 64 30 
Machinery, Equip. & 

SiS a 0 k56 v 08 49 51 37 


Metals & Minerals... 35 65 32 
Motor Vehicles & Au- 

tomotive Equip.... 58 42 44 
Paper & Its Products... 56 44 41 


Plumbing & Heating 

Equip. & Supplies. 57 43 39 
Tobacco & Its Products 

(except Leaf)...... 39 61 33 
Waste Materials..... 23 77 24 
Other Wholesalers.. 42 58 33 


Size Groups? 


$1,000,000 and over. 45 55 34 
$125,000-$1,000,000. 44 56 30 
$20,000-$125,000 ... 44 56 35 


Under $20,000. ..... 44 56 35 
Size Unknown...... 45 55 38 
All Reporting 

Concerns ........ 44 56 34 


® Less than | per cent. 
' Based on reports of 8,648 wholesalers. 





POST-WAR CHANGES PLANNED BY WHOLESALERS ' 


Pian to Sell 
New Classes 


Pian to 
Wholesale 
New Products? of Customers? 
No No 
Trade Grovps - Yes Change Yes 
% % % 
Beer, Wines & 
MQUOTS. 2 coco 39 61 32 


Petroleum & Its Prod. 43 57 40 


2 Estimated net worth from ‘‘Dun & Bradstreet’’ ratings. 


Pian to 
Plan to Expand Use New Methods 
or Contract or Channels 
Sales Territories of Distribution? 
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Change Expand ContractChange Yes Change 
% % % % % % 


68 48 1 51 33 67 
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68 48 1 51 27 73 
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experimenting with new products 
and new applications of existing 
products. There are, however, as 
has previously been suggested, other 
explanations of plans for new prod- 
ucts. 

In the automobile industry, for 


instance, there is some question 
whether the disposition toward 
change indicates an unsuspected 


vitality in an industry now regarded 
by most as mature, or the realiza- 
tion that further progress with ex- 
isting products is limited; that new 
lines must be found if the industry 
is to make anything like the long- 
term progress in the future that it 
has made in the past. 

The great future before the chem- 
ical and electrical machinery indus- 
tries is, of course, generally con- 
ceded. To expect many changes in 
these two fields is simply to antici- 
pate a continuation of the condi- 
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tions which have prevailed for many 
years. 


Numerous Changes Foreseen 


Among wholesalers the trades 
most disposed to make changes after 
the war are dealers in electrical 
goods and motor vehicles. The rea- 
sons which encourage these trades 
to consider changes have already 
been discussed. 

Other trades which rank high in 
the proportion of concerns planning 
for changes are wholesalers of paper 
(many new uses for which have 
been developed during the war), 
wholesalers of hardware (who ex- 
pect particularly to seek new classes 
of customers), wholesalers of 
plumbing and heating equipment and 
supplies (a large proportion of 
whom look forward to introducing 
new lines), wholesalers of petroleum 
(more than half of whom expect to 


expand their sales territories), and 


wholesalers of beer, wines and 
liquors (a third of whom are plan- 
ning to change their methods or 
channels of distribution). 

In general, the higher the degree 
of fabrication of the articles made 
or sold, the greater the disposition 
to plan changes. The concerns 
which indicate the greatest tendency 
to be satisfied with the status quo 
are wholesalers of farm products, 
including both products for further 
processing and goods for immediate 
consumption. At the other end of 
the scale, the concerns most ready 
to change are manufacturers of 
chemicals, automobiles, aircraft, 
ships, electrical machinery, and rub- 
ber products. The only notable ex- 
ception to this generalization is 
found in the textile field where more 
manufacturers of textile mill prod- 
ucts plan changes than do makers 
of apparel and other finished textile 
products. In the metal field more 
machinery manufacturers plan 
changes than do iron and steel pro- 
ducers; and more furniture manu- 
facturers and makers of finished 
lumber products than producers of 
lumber and timber basic products. 

In the wholesaling field also, re- 
gional differences are comparatively 
small, except (1) in the Dallas dis- 
trict where the proportion of traders 
expecting to make changes is sub- 
stantially larger than in the rest of 
the country, and (2) in the Cleve- 
land district in which the propor- 
tion is consistently although slightly 
below the average. 

On every question except that re- 
lating to expansion of sales terri- 
tories, in most regions the percent- 
age of wholesalers expecting to alter 
their practices is larger than that of 
manufacturers. In the predominant- 
ly industrial regions of Philadel- 
phia, Chicago, St. Louis, and San 
Francisco, and in the Minnesota and 
Kansas City regions as well, the 
proportion of manufacturers expect- 
ing to expand their coverage is 
larger than the proportion of whole- 
salers who plan to do so. 





*Excerpts from a summary of a Dun 
& Bradstreet research project prepared 
by the Marketing and Research Service 
of Dun & Bradstreet, Inc. and published 
and copyrighted under the title “Post- 
War Plans of Business’ in DUN’S 
REVIEW, June, 1945. 
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Are Your Dealers With You: 


Intensive selling calls for teamwork between manufacturers, dis- 


tributors and dealers, and helping dealers to become better mer- 


chants is really the key to success in selling goods to the consumer 





HE question presented to me 

for discussion is stated in the 

present tense, “Are Your Deal- 
ers With You?” Literally, the an- 
swer might be very brief. Your 
dealers are with you if you have 
goods of the kinds that people want. 
There are very few retailers who 
are not now favorably disposed to 
and thankfully dependent upon 
their sources of supply. Clearly, 
then, at least for the present, your 
dealers are with you. 

I assume, however, that the pur- 
pose of this discussion is to consider 
possible future developments and 
how the relationships of producers 
and dealers may be strengthened 
and made more productive. When 
the War is over there will be ten- 
sion and test. The more important 
question then will be, “Will Your 
Dealers Be With You After the 
War?” 

Probable Post-War Economic Phases 


It may, perhaps, be helpful to 
think of the years following the War 
as made up of successive stages or 
periods. If we can safely assume 
that the internal conditions of this 
country will remain fairly stable, 
and if our economy will continue to 
function naturally, there are likely 
to be at least four well defined 
phases in the development of post- 
war business, namely: 

1. A period of reconversion 
which may require from no time at 
all in some industries, up to a year 
or even eighteen months or more in 
others. The solution of the prob- 
lems of this period must and will be 
found by engineers and production 
men. 


2. A period of exciting business 





*4An address before the 1945 Clinic of 
Distribution of the National Association 
of Manufacturers, New York, N. Y., 
June 20, 1945. 


By Paul H. Nystrom* 


Professor of Marketing 
Columbia University, New York 
President, 

Limited Price Variety Stores Association, 
Inc. 


in supplying pent-up demands, vary- 
ing according to lines of goods from 
a few months up to perhaps 3 or 4 
years. Consumers hungry for goods 
and services will batter at the doors 
of suppliers for automobiles, elec- 
trical refrigerators, radios, appli- 
ances and home furnishings in great 
variety. The problems of this pe- 
riod will be met by those manufac- 
turers and retailers who are most 
successful in reorganizing their pro- 
duction, distribution and _ service 
promptly to supply this pent-up de- 
mand. 

3. In the third phase of this de- 
velopment there is likely to be in- 
tense business activity, but under 
conditions of growing competition 
and passing from a sellers’ to a buy- 
ers’ market, a period during which 
selling, advertising and sales man- 
agement will be put to its severest 
test. 

4. A period of prosperity or de- 
pression. Which it will be will de- 
pend on how carefully and how well 
the business processes of the first 
three periods are carried on and the 
energy and ability that American 
business may be able to throw into 
distribution and selling. If the prep- 
arations for this period are well made 
and effectively executed, we shall 
have several years of prosperity. 
Otherwise it will be depression and 
it is likely to be a bad one. 

Real Test of Selling to Come in 
Third Phase 

If this preliminary analysis of the 
outlook is roughly accurate, we shall 
have a few years of active business 
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and some years will elapse before 
the real tests of our ability to find 
customers and sell them. In the 
meantime, however, it is not too 
early to plan and to prepare for 
these tests. The selling of the fu- 
ture must be better than anything 
we have accomplished in the past 
few years. If we are to achieve na- 
tional as well as individual prosper- 
ity, we must make enormous im- 
provements. 

Extent of Improvement Needed in Selling 

Consider the changes that must 
be made in retailing. Retail selling 
and service is at the present time at 
the lowest level it has ever been in 
the history of this country. Retail 
service to the consuming public is 
pathetically inadequate. Selling in 
any creative sense is practically non- 
existent. We must not only rebuild 
our retail system to the levels of 
efficiency of 1939 and 1940, but we 
must also lay the foundations for a 
retail distribution system that will 
handle and distribute a volume of 
from 40% to 50% more goods than 
were sold in 1939 and 1940. It will 
take such an increase in sales at re- 
tail to maintain fair production and 
full employment under our economy. 

What can we say of the present 
levels of sales activity in manufac- 
turing and wholesaling institutions ? 
Many manufacturers now have but 
one customer—the government. 
Others are devoting a part of their 
energies to government orders. Fur- 
thermore, under the shortages that 
now prevail in consumer goods, sell- 
ing and salesmanship are unneces- 
sary to such distribution as does 
exist. 

I am assured by my friends among 
the sales executives of some of our 
leading industries that when the time 
comes for their need it will not take 
long to rebuild sales organizations 
to their levels of 1939 and 1940 
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effectiveness. You may be of that 
opinion. If so, I would like to call 
attention to two disturbing circum- 


stances. The first of these is pre- 
cisely the same as for the retail 
trade, namely, that there is the need, 
not merely to rebuild to the efficien- 
cy of 1939 or 1940, but to increase 
sales by at least another 50%. Sec- 
ond, the effectiveness of selling back 
in 1939 and 1940 may not have been 
as high as it should have been. My 
own observations upon this point 
may be of some value. Let me cite 
a few examples. 

The automobile industry prides 
itself not only on its productive 
genius but also upon its selling. 
During the 40 years preceding 1942 
this industry made and sold auto- 
mobiles on a magnificent scale. The 
automotive industry is entitled to a 
leading place in the lists of outstand- 
ing concerns for marketing opera- 
tions. It has been described as most 
scientific and thorough in its mod- 
ern selling methods. 

In a recent meeting before the 
Sales Executives Club of New 
York, at which there were several 
of the most important sales execu- 
tives of the automotive industry 
present, I mentioned the fact that in 
all my years as a consumer of cars 
and an autobuying prospect I had 
never, not even once, been solicited 
personally to buy an automobile. I 
told them that I had undoubtedly 
been influenced by automotive ad- 
vertising, but I had never had any 
help from any automobile salesmen 
in selecting any one of the many 
cars I had bought and owned during 
the past 30 years. One of the auto- 
motive sales executives present 
smiled indulgently and said, “Your 
case is exceptional.” Frankly, I had 
thought so myself. 

We then decided to ask the 
audience, made up of 300 or more 
sales executives of a wide variety of 
industries, how many of them had 
never been solicited to buy an auto- 
mobile and then the surprising fact 
came out that at least half of them 
had never been solicited personally 
by the representative of any auto- 
mobile company or dealer. My case 
was not exceptional. It was typical. 

The failure of the automobile sell- 
ing systems to reach so many of us, 
it seems to me, constitutes a striking 
commentary on the inadequacies of 
personal selling even in pre-war 
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years. I am now convinced that 
automobile selling is not nearly so 
effective as I formerly thought it 
was. We have overrated auto sell- 
ing in our country. 

Furthermore, I am convinced that 
the inadequacies of automotive sell- 
ing are typical. The shortcomings 
of selling in other fields are prob- 
ably graver than they are in the 
automotive field. As for myself, I 
have never been personally solicited 
to buy an electrical refrigerator, a 
radio or other electrical household 
appliances. I know that I have been 
informed and influenced by adver- 
tising on these lines of goods, but 
personal selling, so far as I am con- 
cerned, has never yet been a factor 
in my choices of these goods. 

I have also had some refreshing 
impressions on the inadequacies of 
personal selling in the establishment 
and operation of a retail business. 
I established such a business in 1936. 
To date, I have made investments 
and purchases covering land as well 
as buildings and equipment amount- 
ing to about $100,000. The business 
has been successful as small busi- 
nesses go. By the time we entered 
the War the sales volume had passed 
$200,000 a year. In making pur- 
chases for this place of business, 
both merchandise and supplies, I 
found the advertising of manufac- 
turers and processors helpful, but 
there has been almost an utter lack 
of personal selling. 

We have had to hunt up resources, 
dig out the facts about their goods 
for ourselves and make decisions 
based on our limited knowledge 
without any help such as might have 
been expected from competent sales- 
men. Very few, if any, salesmen 
called on us at all until after we 
were established and then only to 
sell us the things which we had 
already bought. Discussions on this 
subject with others have shown me 
that our experience is more or less 
typical. Many, if not most, sales- 
men do not seem to know how to 
work with a new concern. Their 
efforts seem to be devoted to routine 
tasks with accounts already estab- 
lished. 

I have also had some experience 
with American salesmanship in an- 
other capacity. For several years I 
served as head of a large resident 
buying office. Our chief problems 
there were with the inadequacies of 


selling. Neither salesmen nor their 
sales organizations seemed to know 
how to deal with buying offices} de- 
partment stores, chain stores, mail 
order houses or cooperatives. The 
creative work that leads to the de- 
velopment of business in institutions 
such as these is, I believe, most fre- 
quently done by their buyers rather 
than by the sales representatives of 
manufacturers. 

Sales Organizations Rely on Advertising 

for Creative Selling 

According to my _ observation, 
most manufacturers’ representatives 
as well as salesmen, so-called, for 
wholesale concerns, do very little 
selling. There is very little oppor- 
tunity for them to exércise sales- 
manship. There is, in fact, very little 
incentive to go out and work for 
new business. Indeed, many of 
them probably actually dislike or 
even fear to attempt real selling. 
Most of them seem to prefer to run 
milk routes rather than sales terri- 
tories. 

I am sure that there are many well 
established manufacturing concerns, 
institutions that are successful, that 
are really doing very little, if any, 
creative selling. Some companies 
haven’t had any real personal sales- 
manship in their systems for years. 
Their established reputations for 
fair dealing, for sound qualities of 
goods and good advertising, have 
made personal salesmanship un- 
necessary to hold up their sales. 
Their customers have stayed with 
them. Some new customers have 
come to them. They have not gone 
out to get new customers. 

I know of instances in which pro- 
spective customers have had to 
batter their way through sales doors, 
through credit inquisitions and re- 
strictions and through red tape 
waist-deep to get a chance to become 
regular customers. The funny part 
is that some of the concerns making 
it so difficult for new customers to 
get on their books really think that 
they have sales organizations. 


The Causes of Decline in Personal 
Salesmanship 

The object in making these state- 
ments is not to find fault, but rather 
to state conditions objectively as 
they are. There is, of course, little 
or no creative selling today. If, as 
I believe, there was but little per- 
sonal selling done even back in the 
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Dr. Paul Henry Nystrom is a professor who is also a business man. Formerly sales 
manager of International Magazine Company and a former director of trade 
research for the U. S. Rubber Company, Dr. Nystrom has been professor of 
marketing at Columbia University since 1926. He has also been president of 
Limited Price Variety Stores Association since 1934. 


His grass-roots knowledge of distribution was learned early. Before he was a 
teacher, and, later, principal of high schools in various cities in Wisconsin, Dr. 
Nystrom clerked in retail stores. 


Dr. Nystrom was special investigator, Wisconsin Tax Commission, and later 
assistant professor of political economy, University of Wisconsin, 1912-13 and; 
associated professor of economics, University of Minn. He was director, Retail 
Research Assn., and Associated Merchandising Corp., 1921-27. Acting chairman 
of the National Retail Code Authority under NRA; president American Marketing 
Society, 1934; editor American Marketing Journal, 1935-36; member Federal 
Board Vocational Training since 1936, chairman 1937-39 and since 1944; vice- 
president American Vocational Association since 1938. Former president, New 
York Salesmanagers, New York Sales Executives (president 1937-38 and since 
1940). Author: Retail Selling and Store Management, 1913, Economics of 
Retailing, 1915, 3d edition, 1930; Textiles, 1916; Retail Store Management, 1917; 
Automobile Selling, 1919; Economics of Fashion, 1928; Economic Principles of 
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Consumption, 
1936; Retail Store Operation, 1937. 





1929; Fashion Merchandising, 1932; Elements of Retail Selling, 





1930’s or 
was so 


even in the 1920's, this 
for the reason that many 
companies did not feel that they 
needed to fight for business. 

They been making 
money. volumes were 
satisfactory without further effort. 
They were content to ride along on 
their oars. Their executives could 
go out and play golf two afternoons 
every week. Their salesmen were 
regularly going out to the ball games 
in the cities in which they happened 
to be. Where there were ambitions 
to expand there were government 
and labor restrictions to be sur- 
mounted. The profits from extraor- 


have 


sales 


may 
Their 


taken 
away by the Government. [urther- 
more, in accordance with the gospel 
of Karl Marx, salesmanship is so- 
cially parasitic. We would probably 
be surprised if we knew how widely 
this gospel is held. 

There 


dinary selling efforts were 


developed, back in 
those years, a marketing philosophy 


also 


known as selective selling in which 
sales organizations restricted their 
efforts in cultivating no new and 
marginal accounts, but concentrated 
their efforts on their few profitable 
accounts. The decline in personal 
selling in this under- 
standable. 


country is 
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For these and various other rea- 
sons, I have been forced to the con- 
clusion that, with some notable ex- 
ceptions, real, creative personal sell- 
ing seems to have been declining for 
years. The demands of the public 
have outrun the personal sales abili- 
ties of salesmen. In a great many 
transactions, the skill of the buyer 
is ahead of the salesman. Such de- 
mand creation as has been carried 
on has been largely the effect of ad- 
vertising rather than of personal sell- 
ing. Creative personal selling such 
as originally opened up new terri- 
tories, discovered new customers, 
books, musical instruments, 
sewing machines, agricultural equip- 
ment, and countless other goods and 
services that have helped to estab- 
lish our modern age has largely 
given way to the promotional efforts 
of advertising. This may be as it 
should be, but the fact is worth 
noting. 


sold 


The Value of Sales Service vs. 
Salesmanship 

Calling attention to this decline in 
personal salesmanship must not be 
interpreted generally as a criticism 
of selling. Selling is made up of 
many activities, such as deliveries, 
displays, exchanges and _ returns, 
specifications and applications to use, 
most of which may be classified un- 
der the heading of sales service. 
These activities are highly useful. 
They are essential. Many salesmen, 
so-called, are conscientious journey- 
men and even experts in the field of 
service. Their work, though lacking 
in creative salesmanship, is essen- 
tial to the maintenance of company 
business and proper relationships be- 
tween the manufacturer 
outlets. 

The point I wish to make is not 
that we may get along with any less 
of these selling service activities, but 
rather if we are to come through 
the third phase successfully and in- 
crease our total civilian sales by 
from 40% to 60% over our volume 
of 1939 and 1940, we must bring 
back salesmanship in all its forms 


and his 


and energize every other available 
means of creation of new business. 

A general reappraisal of manu- 
facturers’ selling seems in order. It 
may show the need for a division 
of labor between service and sales- 
manship. Service to distributors and 
dealers is necessary to hold the line 
established by demand creation. It 
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is quite possible that our confer- 
ences with our regular sales staffs 
tend to over-stress salesmanship and 
overlook the importance of service. 

Service has for years been the 
most effective part of the work of 


many men now called salesmen. 
Sales service probably can be and 
should be much better. Our sales 
organization training methods may 
need to stress the objectives and 
methods of service. Salesmanship 
may be the proper function of ex- 
perts and specialists rather than of 
plodding order-takers and milk route 
men. 


Need for Stimulation of Point of Final 
Sale Promotion 

Obviously, the cultivation of in- 
tensive selling must include team- 
work between manufacturers, dis- 
tributors and dealers. As has long 
been known, probably the most im- 
portant factor in the sale of con- 
sumer goods is what takes place at 
the point of final sale to the con- 
sumer. There is need for construc- 
tive planning and effective accom- 
plishment in getting your goods sold 
and used by consumers. That is the 
immediate objective of sound manu- 
facturer-dealer relationships. 

The more ultimate objectives of 
manufacturer - dealer relationships 
should be mutual development and 
success. The manufacturer who 
strives to prosper while his dealers 
are hardly able to keep their heads 
above water is not going to build a 
sound relationship. Dealers who 
think that they can prosper on the 
weaknesses of their sources of sup- 
ply may profit temporarily, but never 
in the long run. 

Manufacturers who have done 
outstandingly well in dealer rela- 
tions have almost invariably made 
outstanding contributions to the up- 
building of the importance, the pres- 
tige as well as the wealth of their 
dealers, not merely in the sales of 
the manufacturers’ own products, 
but in the dealers’ entire establish- 
ments. Helping dealers to become 
better merchants is really the key to 
successful manufacturer-dealer rela- 
tionships. I must add, however, that 
this is still largely, in most lines, an 
undeveloped field. 


Improvement Needed in Retail Selling 


There are many things that can 
and should be done to improve point 
of final sale distribution. Let us 
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look at some of the weak spots of 
retail selling. Retail salespeople, for 
example, are probably the poorest 
trained and least efficient of any im- 
portant segment of workers in our 
entire modern economy. There is 
the same lack of personal, creative 
salesmanship in retail selling as in 
the sales organizations of the pro- 
ducers and processors of the coun- 
try. 

The job of the manufacturer who 
would like to improve his dealer dis- 
tribution and see his dealers become 
better merchants is to begin doing 
something about his dealers’ sales- 
people and their selling. Selling let- 
ters, sales manuals and sales dem- 
onstrations devoted merely to a 
manufacturers own product have 
been, and will undoubtedly continue 
to be, largely futile for the reason 
that better retail selling requires 
something more fundamental _ to 
which manufacturers should give 
their attention. 

Consider the factors that help to 
move your goods off the dealers’ 
counters into the hands of con- 
sumers. First, there is the adver- 
tising that arouses the interest and 
paves the way for consumer accept- 
ance. Next, there is the power of 
attractive and clever displays in the 
dealers’ windows, on the counters 
and in the showcases, supplemented 
where possible by simple, terse sell- 
ing show cards. 

The Relation of Time of Exposure to 

Volume of Sales 

Last, but not least, to be men- 
tioned here is the time interval dur- 
ing which these displays and the pos- 
sibilities of purchase are available to 
the consuming public. Six hours of 
exposure of your goods to shoppers 
and prospective customers produce 
a certain result. Eight or ten hours 
of exposure to sale produces greater 
results. Retail stores that keep open 
to take care of their customers 
whenever their customers desire to 
shop are contributing not only to the 
increased sales of your goods, but 
also to greater national production 
and fuller employment. 


Technological Improvement Meaningless 
Without Selling 

In recent years, more particularly 

during the War years, we have 

heard much of technological prog- 

ress that may be applied to the pro- 

duction of new goods and services. 


The promises in this field are bright, 
but are likely to remain meaningless 
abstractions unless the attempts at 
distribution are accompanied by ade- 
quate promotion through retailers to 
consumers, effective sales methods 
and, finally, but most important, 
adequate and economical provisions 
for service to consumers. There 
can be nothing more frustrating to 
the ultimate consumer than an ap- 
pliance or gadget that won’t work 
and for which service is unavailable 
until after the unions have settled 
their jurisdictional dispute. 


How Prosperity Can Be Built 


Through the cooperation of 
manufacturers, wholesalers and 
retailers, a distribution system 
can, I believe, be made to func- 
tion so effectively that there need 
be no depression. 

Responsibility for this develop- 
ment rests squarely on intelligent, 
effective distribution including every 
type of selling and service. 

It should not be overlooked, how- 
ever, that the third phase may not 
result successfully. If so, it seems 
likely that retailing and retail dis- 
tribution may be considered the bot- 
tle-neck holding up the distribution 
of goods to consumers, the retarda- 
tion of production and the rise of 
the somber spectre of mass unem- 
ployment. Retailing may then be 
charged with the failure to find con- 
sumers for the necessary volume of 
goods to keep our economy in bal- 
ance. Never before has retailing 
faced so grave a responsibility. 

If this occurs, however, the fault 
will not be that of retailing alone. It 
will rest as much upon producers, 
processors and wholesale distributors 
as upon retailers themselves for their 
failure to foresee and take effective 
measures against these tendencies 
towards economic stoppage and de- 
pression. The remedy for that evil 
contingency lies in part in the need 
for cultivating, developing and rais- 
ing the standards of efficiency of the 
dealers of your products. This is 
the time to lay the foundations for 
sound dealer relationships in the 
post-war period to make sure not 
only that your dealers are with you, 
but that they will also perform prop- 
erly their great work of selling their 
goods, your goods, to the consuming 
public in sufficient volume to main- 
tain the cycle of prosperity. 
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Soldering lrons: Millions Need’em 
mart Salesmen Sell’em! Do You? 





By Ralph Seitz 
Industrial Engineer, 


W.D. Brill Co., Oakland, Calif. 
as told to Henry W. Young 


N the past electric soldering irons 
have 
other 


not been campaigned as 


electrical tools and ap- 
pliances have been. It would appear 
that in their development over a 
period of years, as something better 
ind, therefore, gradually supplant- 
ing the old flame-heated soldering 
iron, they have been taken on by a 
ariety of distributors as a matter 
of course, and each distributor in his 
field has 


catalog item. 


own offered them as a 

But there are evidences now that, 
having pretty much preempted the 
field of the former flame-heated type 
for every use including industrial 
purposes, there exists today a great 


potential of sales. 


Starting with the individual home 
owners and right on up through a 
great number of commercial and in- 
dustrial uses the advantages of the 
electric soldering iron are so clear- 
cut that the total volume in sight 
will warrant special sales effort and 
repay more intensified selling activi- 
ties on the part of the various agen 
cies handling it. 

As identified with the wholesaling 
and distribution field, the possibili 
ties for increased volume in this par 


ticular product have interested me 


for some time, and we have been 
putting more and more promotional 
effort on the item, with good results. 
In studying the problem, | 


come to certain conclusions, 


have 
which 





Indicative of the extent to which electric soldering irons are used on many 
production lines is this assembly room of an electronics equipment manufacturer. 
The industrial market offers the wholesaler’s salesman an opportunity for quan- 
tity sales of irons. Photo by courtesy of Sound Equipment Corp, of California. 
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Ralph Seitz shows off two of his best- 


selling electric soldering irons. In_ his 
right hand is the 200-watt size, and in the 
other hand is the smallest size. They are 
the light irons which he believes will sell 
in volume after the war. 


are submitted for what they may be 
worth to other distributors in devel 
oping what I believe to be a worth 
while field, but one where the ser\ 
ices Of many distributors of various 
types will help materially in bring 


ing about greater acceptance and 
use. 
Electric soldering irons may be 


divided into three general classes: 
heavy duty (300 
(150 


watts and over): 


medium watts to 300); and 
light (under 150 watts). 

\s it | should say 
that the bulk of the /eaz | 
passes through three tvpes of whole 
The 


hardware 


stands now, 


duty type 
salers. 1 


wholesale hardwar« 


house, to retailers. 2 


The 


the garages and the automotive gen 


automotive supply house, to 


eral trade. 3—The electrical whole 
salers and electronic equipment dis 
tributors, to the electrical dealer and 
industrial trade generally. 

The ty pe 
outlet through the electrical whole- 
saler and the and 
distributors and their dealers. How- 


mediuii finds its chief 


electronic radio 
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There may be little use post-war for these giant naval range-finders, but the 
return to peace-time production will provide a renewal of the demand for 
many types of soldering irons which the wholesaler’s salesman can sell, if he 


makes an effort to get this market. 


ever, the hardware’ wholesaler, 
through his dealers, also enters this 
part of the picture, to the extent 
that the medium-sized iron can be 
sold to the general public. 

The’ light type, for light radio 
soldering, for use in certain war in- 
dustrials, such as aircraft, etc., finds 
the radio and electronic distributor 
primary, with the others secondary. 

With an eye to future increase in 
electric soldering iron volume, there 
is one fundamental to be considered ; 
namely, that the product as put out 
by all the manufacturers will last 
almost indefinitely, except where 
used constantly on the production 
line. There is not, therefore, a mar- 
ket for frequent replacements of the 
whole assembly as in many other 
commodities. 

Some irons, including the light 
ones, have replaceable tips. Espe- 
cially in the industrial applications, 
these represent a considerable acces- 
sory business, though this does not 
hold to the extent that it does in the 
safety razor field where the acces- 
sories are the main thing and the 
tool itself secondary 

It is in the potentially great and 


largely undeveloped 


markets for 
new irons that the volume increases 
may be looked for, and they are 
good for a long time to come. One 
of the greatest of these is the home. 
\ 100- to 150-watt iron, listing at 
$2.50 up, with cord, that will handle 
odd soldering jobs and light repair 
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Salesmen shouldn’t overlook the simpler 
uses for soldering irons—uses that make 
them in constant demand by home-own- 
ers, farmers, repairmen, etc. Above 
photos by courtesy of Hexacon Electric 
Company. 
work which is something that the 
home owner can appreciate. Com- 
paratively few have such a tool now. 
To attempt to keep an ordinary 
soldering iron in condition to do 
good work and to find the proper 
flame on which to heat it is some- 
thing that most of the home- 
tinkerers do not care to bother with. 
The logical outlet for this class of 
trade is through the hardware 
wholesalers and their dealers and 
the electrical wholesalers and their 
lineup of electrical dealers and other 
classes of traffic appliance dealers 
such as the department stores, on 


whose appliance departments they 
are calling regularly. 

Those catering to the radio ama- 
teur trade at the inception of the 
war found the electric soldering iron 
business in that field cut off, to be 
replaced by Army and Navy de- 
mands. After the war, when the 
government demand falls off, the 
radio amateur will be back again 
with greater interest in the field, 
which will be broadened to embrace 
radar and various types of electronic 
applications. 

Boys coming back from the Army 
and Navy, many of them having 
had extensive training in various 
branches of the electronics art, will 
wish to continue their- investiga- 
tions and research independently. 
The soldering iron is an indispens- 
able tool in their work—not one 
but several of various types and 
sizes, for specialized uses. 

In the industrial and professional 
fields, new methods of production 
will call for greater use of the iron, 
not all having to do with electrical 
work, as, for instance, branding 
cattle, branding products, etching 
plastics, in typewriter work, toy 
shops, hobby shops and scores of 
other directions. 

The tendency now-a-days is for 
manufacturers to get away from the 
type that has to be sent back to the 
factory to install new elements, 
which places an obstacle in the path 
of the distributor whose function is 
primarily to place tools in use. 

I do not think the service problem 
will be serious for the distributor in 
the future. There will be none at all 
in the case of the cheaper irons be- 
cause it will be cheaper to buy a 
new one than to repair the old. In 
the case of the more expensive 
types, a new tip or an easily re- 
placeable-whole new element will be 
the answer. Therefore, the whole 
saler has in prospect new types of 
irons and irons for specialized pur- 
poses on which he will be able to 
base his promotional work. 

From the standpoint of the ex- 
clusively electronic wholesaler, or 
the electrical wholesaler with an 
electronics department, there are 
plenty of opportunities for the ex- 
ploitation of the electric soldering 
iron. If asked to set down the six 
most productive fields, I should be 
inclined to vote for the following: 
1—Industrial plants (for use in the 


WHOLESALER’S SALESMAN—Jaly 1945 




















viii 





The electric soldering iron has displaced the old flame-heated iron wherever 
current is available. Its adaptability to such precision work as this, with added 
safety and convenience, is well illustrated above. Photo by courtesy of Sound 


Equipment of California. 
manufacturing process). 2—Radio 
dealers, including electrical dealers 
with radio repair departments. 3 
\mateurs, buying direct. 4 
cast stations. 5 
cies. 6 


Broad- 
Government agen- 
Certain hardware dealers 
where we have contact already on 
other electrical products. 

Salesmen for the electronics 
wholesaler in the majority of cases 
will be required to carry the whole 
line of radio and electronics de- 
vices. Here, as in the case of any 
other single product, the success of 
the effort to expand the business in 
soldering irons will depend largely 
upon the educational and follow-up 
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work done by the sales manager, so 
as to get the salesmen imbued with 
the importance of this device and 
have him pass this enthusiasm onto 
the dealer and the industrial user. 
One important consideration is 
that we no longer have to sell the 
electric soldering iron idea as prac- 
tical. Wherever current is available, 
it has already displaced thousands 
of old type soldering irons. It has 
now come down to a matter of com- 
petition between the various makes, 
all with their individual features and 
talking points. Therefore, it is up 
to the salesman to know his own 
brand thoroughly, how it is made, 


what it will do, etc., as in the case 
of any other type of tool. 

In selling the industrial trade, 
which is a sort of personal hobby of 
mine, it seems advisable to see the 
purchasing department first as a 
matter of routine. After that, of 
first importance comes the electrical 
supervisor or engineer. There may 
be a production superintendent, but 
for the most part he will go to the 
supervisor for information in rela 
tion to this product. 

Following this line of approach, 
I always try to get an iron ordered 
on trial. There is constant replace 
ment in the industrial field, due to 
day in and day out usage. As in 
the case of any other type of tool or 
mechanical equipment, if you have a 
good product and one that may work 
out more economically than what he 
is already using, the opportunity to 
demonstrate and prove is always 1m- 
portant. You can never tell when 
the trial iron, by its performance, 
may result in a large-size order. 

After all, the electric soldering 
iron, with a price range of $2.50 to 
$10.00 list, used in quantities by in 
dustry, applicable to all sorts of spe- 
cial requirements, and with a po 
tential possibility of selling one or 
more in every wired home, seems to 
possess the qualities of a really at 
tractive merchandising item. I, for 
one, am pushing it from that stand 
point, and almost from the very be- 
ginning when emphasis was first 
placed upon it in our sales effort 
and the results have been very sat- 
isfactory. 





Store and open stock of the W. D. Brill Co., radio and electronic equipment wholesalers in Oakland, 
Calif. The electric soldering iron is an important item with the company, to be pushed not only in the 
radio and electronics field, but also to the industrial and commercial market. Staff photo. 
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Surplus GSoods Disposal Means 
In Unknown Quantities 





LATEST CHANGE IN SURPLUS SALES PROCEDURE 


The following information is reported in Department of Commerce Release 6-210: 

“In order to speed up the sale of surplus war goods, the Office of Surplus 
Property of the Department of Commerce has modified its sales procedures and 
given its eleven regional offices greater latitude in their operations. 


"Whereas, formerly it was required that property with a total acquisition cost 
of $1,000 be listed in the "Surplus Reporter," effective immediately such listing 
is necessary only in the case of items of a significant amount. In general, this 
means that property having a value of $5,000 or less and which can be absorbed 
in the regional market will not be advertised in the “Surplus Reporter” but will 
be offered by special listings as soon as it is ready for sale. V/ide-spread publicity 
of offerings will still be the rule. 


"Regional directors have been told that as a rule-of-thumb they should regard 
the highest bid offered as the market value of the property. In other words the 
high bid will generally be accepted, assuming that there has been proper cir- 
cularization of the offering. 


"A. U. Fox, Director of the Office of Surplus Property of the Department of 
Commerce urged the field men to take prompt and bold action to dispose of 
every saleable item of surplus in stock. In his memorandum, Mr. Fox said: 


"With the arrival of V-E Day we are faced with many immediate problems. 
Declarations can be expected to increase regularly and rapidly to the point 
where we will have tremendous inventories on hand unless prompt steps are 
taken to meet the situation. At the same time as this is taking place, we can 
expect the current favorable market to disappear, gradually in some cases and 
rapidly in others, as soon as producers and manufacturers who have had sub- 
stantial cutbacks are in a position to commence production on a peace-time 
basis. 


"The need for an overall review of the selling job in your region is clear. If 
we are to carry out our obligations as a disposal agency, we must act promptly 
and boldly. Consistent with good office management, and subject to the priori- 
ties established by the Surplus Property Act, and the Board's regulations, every 
important item in stock which is not frozen must be placed upon the market at 
the earliest possible moment." 











HERE appears to be misunder- owning agencies, principally 


standing in some quarters con- military 

cerning certain of our pro- 
cedures and the reasons for others. Istimates of the volume of 
It is important that these miscon 
ceptions be clarified, and with this 
in mind, | want to give vou the 
highlights of what we are doing angl 
how we are going about the busi- 


from 5 to 15 billions of dollars. 


ness of disposing of surplus prop- we have during the past eleven 
erty. months disposed of only $131,000,- 


It is the responsibility of the Office O00 of surplus consumer goods. 


services, at unpredictable 
times in presently unspecified places. 


sumer goods which will avoid war 
destruction and be declared surplus 


at various times in the future range 


impressive total, when it is realized 


of Surplus Property of the Depart- 
ment of Commerce to dispose, in a 
manner consistent with the intent of 
Congress, as expressed in the Sur 
plus Property Act, of unknown 
quantities of almost unlimited types 
of consumer goods in unknown con- 
dition declared to us as surplus by 
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types, the goods range from common 
pins to 100 ton drag lines. While 
the services give us excellent co- 
operation in handling merchandise, 
we are faced with the fact that the 
time, volume, and types of surplus 
declarations must be governed by 
military exigencies and not by busi- 


ness judgment or civilian need. 

Goods are turned over to us wher- 
ever they may be located, usually at 
Army camps, posts, stations, and 
depots. There they usually remain 
until sold, since it is generally not 
practical to add to the already heavy 
burden of our transport system by 
moving goods to usual market 
places. 

lLast but not least, the goods de- 
clared are in various states ranging 
from new, still packaged in contain- 
ers for domestic distribution, to very 
War weary automotive equipment 
frequently lacking tires, wheels, 
batteries, and sometimes even en- 
gines. The conditions under which 
we must of necessity operate are 
certainly not those a merchandising 
man would seek or under which he 
would lightly undertake to work. 

Now, how are we proceeding to 
handle the disposal of goods under 
these circumstances ? 
have been declared they are inspect- 
ed by us to assure their location, 
quantity, condition, and to provide 


After goods 


as adequate and complete a descrip- 
tion as possible so we can tell pro- 
spective buyers as accurately as we 
can what we have to sell. 

Our usual medium of advising 
prospective buyers of what we have 
for sale is the Surplus Reporter. 
The Reporter gives a brief descrip- 
tion of thousands of miscellaneous 
items and is issued in eight sections 
—each section covering a_ broad 
commodity classification; two sec- 
tions being published each week. 
There is, therefore, a new listing 
for each broad commodity group 
every month. Our present mailing 
list for the Surplus Reporter is 
nearly a quarter of a million and is 
growing every day. 

The Reporter is sent to every 
dealer in the trade who makes his 
interest known to us. Any dealer 
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who desires to purchase an article 
listed in the Reporter, or who wants 
further 
of our regional offices. 
office then 


information, writes to one 


The regional 


forwards a form which 
contains as complete a description 
of the property as we have, lot size, 
the location of the property, when 
it may be inspected, its condition, 
the date and hour when bids will be 
opened, the conditions of sale, and 
other pertinent information. 

This form is itself a bid form but 
so simplified that all the bidder need 
do is to sign it, check the type of 
business in which he is engaged and 
state how much he for a 
specified amount of the goods. This 
type of sealed bid selling is followed 


will pay 


in most cases since it insures equal- 


ity of treatment. lor all practical 
purposes, it may be said we have 
abandoned the informal bid and 


negotiated sale methods. 

You may ask why we do not sell 
goods at fixed prices. Naturally we 
recognize the desirability of selling 
at fixed prices and do adopt this 
method whenever possible. How- 
ever, today our merchandise does 
not lend itself to accurate pricing. 
Generally, it is not new, but used, a 
large part very harshly used. When 
reasonable quantities of standard 
goods in new condition are available 
it will be feasible to sell more ex- 
tensively at fixed prices and the ad- 
vantages of doing business in that 
manner are clear. This method fa 
cilitates equitable distribution among 
areas and trade levels, minimizes 
possibilities of wind-fall profits, con- 
forms to normal trade practices, 
simplifies selling, and assures a fair 
return on goods sold. 

Construction equipment, farm ma- 
chinery, and automotive vehicles are 
sold by what we call the Spot Sale 
Method. Equipment of this nature 


is in such critical short supply that 


By A. U. Fox, 


Director 
Office of Surplus Property 
U.S. Department of Commerce 
Washington, D.C. 


it is sold as promptly as possible at 


regularly conducted sales at the 
places where the property is located. 
Notice of such sales is widely dis 
tributed to 
types of equipment. Ceiling prices 
are established by OPA both for 
sale by us and resale by the dealer. 


dealers in the various 


Sales of construction equipment 
and farm machinery are synchron- 
ized on a nation-wide basis. In sell- 
ing trucks and passenger cars we 
attempt to make a wide and fair dis- 
tribution. At ; small 
number are available. Our present 
method of assuring the distribution 


present only a 


which the Congress wanted is to sell 
them only to dealers within the re- 
gion in which they are located, un 
less it appears that some other region 
or part of a region has not had its 
proportionate share of motor ve- 
hicles, in which event dealers from 
that area are permitted to bid at 
sales in other regions, or in some 
cases we limit sales in one area to 
dealers from another area. 

After several days for inspection 
the actual sale takes place. This is 
conducted under the 
method and we have completed as 


sealed bid 


many as 125 individual sales of ve 
This method 
features of the 
formal bid and auction sale method 
and is designed to maintain a con- 


hicles in 60 minutes. 


combines the best 


stant flow of surplus automotives, 
machinery, and equipment to the 
consuming public through the nor- 
mal channels of trade. 

To explain briefly, Spot Sales are 
sales made at the property location. 
Bidders submit written bids for each 
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item, the bids are immediately col 
lected, the highest bid determined, 
and the award made. Contracts are 


signed and full made on 


the spot. 


payment 


Synchronized Spot Sales are 
made according to a predetermined 
calling for regular 


sales within the same region on the 


program spot 
same day of each and every month. 

The simplicity of the sale, its 
speed, the fair price received, the 
wide and equitable distribution of 
the items, serve to meet the objec 
tives of the Act. 

In disposals to commercial buy 
ers, frequently the major problems 
center on the choice of the level of 
trade to which the property is to be 
offered and the standards to be em 
ployed in classifying prospective 
purchasers as belonging to one or 
another of the several levels of 
trade. 

It seems appropriate at this point 
to explain briefly why we do not 
generally sell directly to consumers. 
Clearly, direct sales to consumers 
would not and 


equitable distribution contemplated 


achieve the wide 
by the Surplus Property Act, unless 
the Government were prepared to 
establish and maintain, in competi 
tion with independent business en- 
terprise in general, an enormous 
number of retail stores throughout 
the country, and probably a broad 

of direct sales on 
from widely distributed 
amongst the people of the country. 


program orders 


catalogs 


This would require a tremendous 
expenditure of Government funds, 
would require more manpower than 
is available, and would not be in 
accord with the objective of the Con 
gress to utilize the normal channels 
of trade. Such a procedure would 
obviously place Government in the 
position of competing with all seg- 
business. It 


ments of American 
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would tend to reduce employment by 
private enterprise and increase em- 
ployment by Government. This re- 
sult appears clearly contrary to the 
intent of Congress, as expressed in 
the Act. 
Despite the 


comparative 
from an administrative viewpoint, 


Case, 


of selling goods back to the original 
producers, sales to such outlets are 
not generally engaged in, except 
when after careful scrutiny it ap- 
pears that the national interest and 
the objectives of the Act will best 
be served by sO doing. 

lor example, goods may be sold 
back to the original producer when 
the next level of distribution con- 
sists of a very large number of com- 
paratively small enterprises spread 
throughout the country and equi 
table distribution by direct sale 
among them is not practicable either 
because the dealers cannot spend the 
time or money to travel to inspect 
the merchandise, and hence are not 
inclined to buy, or because they re- 
quire credit facilities which we are 
not geared to extend, or because the 
property requires sorting, packag- 
ing, reprocessing, or other special- 
ized treatment, or for any one of a 
number of other reasons. 

In such cases goods may be resold 
to the original producer when it is 
clear the Government is getting a 
fair price for the goods and where 
it is established that the goods will 
be promptly and widely distributed 
through all available channels of 
distribution. 

On the basis of our experience in 
disposing of property, it would seem 
that most of the consumer goods 
will probably be disposed of to 
wholesalers and other dealers. At 
the dealer level there are found 
some of the more energetic and im- 
aginative buyers and sellers who 
can help us in many cases in achiev- 
ing the objectives of the Act. 

There are other advantages to be 
noted in selling to the dealer level. 
Thus, wholesalers and other dealers 
distribute property over the entire 
country and understand the require- 
ments of consumers located in the 
areas they serve. Moreover, in many 
instances, they are best equipped to 
serve the interest of small retailers 
who themselves are not in a position 
to inspect, or for other reasons pur- 
chase, surplus property. 


While the advantages ot selling to 
wholesalers and other dealers are 
apparent, it is not considered that 
all disposal programs must be lim- 
ited to them. In each case the rela- 
tive advantages and disadvantages 
and the objectives of the Act to be 
achieved must be considered before 
a decision is made to sell either to 
these buyers, to original producers, 
or to retailers. 

Additional difficulties arise when 
sales are made to two or more levels 
at the same time. When this choice 
is made there is the problem of 
what, if any, price differentials may 
properly be afforded the successive 
higher levels of distribution com- 
pared to the lower levels. This 
problem has been under study for 
some months but no clear-cut and 
easy solution has been found. 

Another difficult problem is that 
of determining the level of trade to 
which chain stores and mail order 
houses are to be assigned. These 
buyers wish to be classified as whole- 
salers when a price differential is 
afforded wholesalers in our selling 
programs. Yet these same buyers 
would undoubtedly claim that they 
qualify as retailers when property is 
sold exclusively to retailers. 

In some ways chain stores and 
mail wholesalers 
and in other ways they are retailers. 
As wholesalers, they purchase large- 
ly from manufacturers and at manu- 
facturers’ prices, they centralize 
property in warehouses in the ter- 
ritory they serve, they storage prop- 
erty until demand is manifest by 
consumers, and they channelize the 
flow of goods to retail outlets. As 
retailers, they sell at retail prices 
directly to the ultimate consumers. 

On the other hand, they do not 
perform certain normal wholesale 
functions, such as selling to inde- 
pendent retailers or extending credit 
facilities. There is no clear-cut solu- 
tion to this problem, which 1s being 
seriously studied in consultation 
with representatives of business 
groups. It may be that they con- 
stitute a separate level of trade 
but, 1 suspect, other levels of trade 
would deny that. 

Considerable time has been spent 
in the study of plans for the disposal 
of property to buyers entitled to 
preferences and priorities under the 
Act. Several plans for the disposals 


order houses are 


to federal agencies, state and loca! 
governments, tax-exempt and non- 
profit institutions, farmers and rural 
areas, and veterans have been con- 
sidered and a number of alternative 
plans have been discussed with the 
Surplus Property Board. Serious 
consideration has been given to plans 
which the Board has considered for 
adoption. This is a major problem 
area in which we are working as 
closely as possible with the Surplus 
Property Board. 

And now, to particularize, we en- 
deavor in all our commercial sales 
to see that small business partici 
pates on an equitable basis, that 
there is adequate and wide notice of 
sale, that lot sizes are no larger 
than those normal to the level of 
trade being solicited, that descrip- 
tions are as accurate as possible, 
that rural areas receive their fair 
share of surplus, that there is wide 
and generally equitable distribution, 
that there is no adverse impact on 
industry, employment, or any seg- 
ment of our economy, that full re- 
ports of all sales are available to 
bidders directly and to the general 
public through press releases and 
information available at our regional 
offices, that normal channels of trade 
and commerce are utilized, and that 
as far as possible a fair return 1s 
obtained for the people of this coun- 
try who are the owners of surplus 
property. 

We realize that all our methods 
and procedures are not perfect. In 
fact, many are far from ideal. They 
do represent, however, our best ef- 
forts to date to deal with a complex 
problem in what we hope is an in- 
telligent, business-like manner and 
consistent with the national interest 
as indicated by the Surplus Prop- 
erty Act. 


Our procedures are constantly 
and presently under scrutiny and 
review; they must change with 
changing conditions and as our 


knowledge of the problems to be met 
grows. We are always ready to ex- 
plore at length with any interested 
parties any of our procedures. We 
have made mistakes and I daresay 
we are making mistakes now. We 
shall probably make more mistakes 
in the future. Naturally, we hope to 
learn from our mistakes. Your ad- 
vice and suggestions and those of 
your readers can be invaluable. 
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Pinch-Hitting Electronic Line 
To Stay When Appliances Return 





INCE the freezing of the elec- 
trical appliances, Harper-Meg- 
gee, Inc., Seattle and Spokane, 
Wash., and Portland, have 
kept its wholesaling business going 
through the development, first of 
the radio parts and service business 
on a large scale, followed almost 
immediately by the development of 
a strong electronics device depart- 
ment. Strange to say, the radio 
service business, long considered in 
the light of a stepchild by the indus- 
try, “a necessary evil,” has turned 
out to be very profitable when run 
on a mass production basis. The 
business was built up, especially in 
the main house in Seattle, through 
the simple expedient of taking it 
over bodily from such of the deal- 
ers in the territory who were no 
longer desirous of handling it un- 
der present conditions. No effort 
was made, however, to supersede 
any dealer who really 
hold onto his business. 
Just as marked an advance has 
been made in the department set up 


UOre.., 


wished to 


to handle electronics devices and en- 
gineering. C. H. Granard is the 
manager. The company had a little 
stock at the start, and gradually 
built it up by taking advantage of 
every buying opportunity under the 
various forms of wholesalers’ pri- 
orities issued at various times. 

At first, the orders came in 
largely through various branches of 
the armed forces, extending later to 
the Maritime Commission, lend- 
lease to Russia, and the industrial 
users engaged in the war effort. 
Mr. Granard: “The 
merchandise we have today will be 
standard, as far as we know, in the 
first part of the post-war period. In 
addition, there will be many re- 
cently developed ideas, now used 
exclusively by the armed forces, 
which will be released for civilian 


Quoting 


purposes soon after the war is over. 

“Great advances from the mer- 
chandise standpoint may be looked 
for soon. It should be remembered 
in making post-war plans in the 
electronic field that in the four-year 
period of the war, developments eas- 
ily have been equal to what might 
be expected during a 20-year period 
in normal, peace times. So, there 
is a great dammed-up reservoir of 
electronic applications to be tapped 
for the use of the public. 

“Our sales thus far have shown 
greatest gains in industrial plants 
where public address systems and 
associated equipment have repre- 
sented the biggest single field. We 
carry a complete line of tubes, elec 
tronics parts and associated equip- 
ment. 

“In connection with the elec- 
tronics department is a complete en- 
gineering staff headed by Dale 
Healey. This department has engi- 
neered and supervised the installa- 
tions in such industrial plants as 
Boeing Aircraft and Kaiser (Ore- 
gon Shipbuilding Corp.) and on 
such projects as Paine Field, Mc- 
Chord Field and the duPont project 
at Pasco, Wash.” 

Harper-Meggee is all set for the 


\ppliance Derby when it opens on 
V Plus day. According to T. A. 
White, vice-president, they have the 
most complete and strongest stable 
of contenders yet assembled under 
one roof. Substance is given to this 
assertion by looking over this list 
of 18 entries: R.C.A.-Victor 
trolas, Victor receiving sets 
electronics and commercial 
test equipment and tubes; 


vic- 
and 

sound 
Victor 


records; Bendix home laundry; 
Ironrite ironers; Speed Queen 
washers and ironers; Hamilton 


electric clothes drier ; Kelvinator re- 
frigerators, ranges and home freez- 
ers; Kelvinator commercial refrig- 
eration; Leonard _ refrigerators, 
ranges and home freezers; Eureka 
vacuum cleaners; New Home sew- 
ing machines; Fowler and Empire 
water heaters; Estate Heatrolas and 
electric ranges; American kitchens 
(cabinet, sinks, wall and base cab- 
inets) ; Nu-Enamel paints and var- 
nishes; Mission water heaters. 

3ranch houses are maintained 
at Spokane, Wash., and Portland, 
Ore. The personnel now enrolled 
at the three places, representing at 
present only skeleton sales crews, 
musters 65 at Seattle, 40 at Port- 
land and 12 at Spokane. 





The elaborate electronic supplies counter and service department established as 
war-time business by Seattle wholesaler when appliances disappeared. 
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Get Ready Now — 





Reconversion in itself will mean a demand for many electronic com- 
ponents and package units—and it will open the door to the post-war 
industrial electronics market for those wholesalers’ salesmen who 
prepare themselves to do an efficient sales job. Here are some of 


the applications alert wholesalers and salesmen should know about 


The development of an electronic method of 
balancing rotors greatly speeds this task for the 
motor repair shop and increases the accuracy of 
the work. Salesmen will have a chance postwar 
to sell this equipment which uses a stroboscope 
and electronic circuit. Photograph from West- 
inghouse. 





Electronic control of welding machines, such as used in making these 1 type of package unit which will make up 
droppable aircraft fuel tanks, will widen greatly the post-war market for this much of the wholesaler’s salesman’s sales in 
equipment, offer wholesaler’s salesmen many sales opportunities. postwar is the electronic counter. GE Photo. 
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ell More -Electronic Supplies 


The field for high-frequency heating has increased during the Electronic speed regulators are another product with post-war 
war, still is to be explored for many peace-time industrial uses. possibilities. Motor speed is held constant at any pre-set speed. 


du 


Safety for the blind worker is provided by this photo-electric Even before the war, electronic controls were being sold to 
device which shuts off the power when the worker’s finger provide accurate high speed slitting of paper, register of color 
approaches the needle. printing, etc. Westinghouse photo. 
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WHY you need this SILENT PARTNER 


in your fixture business 






THE QUIET OPERATION of G-E ballasts reduces 
noise complaints and promotes customer good will 


G BALLASTS are so designed and built that hum (present to 
an some degree in all a-c devices) has been reduced practically to 
the point of inaudibility. 

For example, the ballast coils are machine wound to eliminate “springy 
layers,” and to provide units of unvarying rectangularity. The cores are 
stacked automatically from high-quality, low-loss steel laminations that are 
cut to exact dimensions. Thus, precisely the right amount of core steel can 
be fitted snugly around each coil, and firmly clamped into position to prevent 
“play”’ or shifting of parts—so often a contributing cause of noise. 

In addition, after all the various ballast components are assembled in a 
mechanically strong clamping frame, they are impregnated in a moisture- 
resistant varnish, and cured by baking, and housed in an unusually heavy- 
gage steel case. A special compound, that sets like asphalt, is poured (while 
hot and fluid) over and around all the assembled parts, filling all air pockets 
and voids and sealing the components to each other and to the ballast case. 
The result is a solid, cohesive ballast without noise troubles. 

As a final precaution, one of the many tests which every G-E ballast 
must pass is an exacting noise test. 

It is attention to details of this sort, and quality control during manu- 
facture, that are responsible for the fact that, of the 16,000,000 G-E ballasts 
installed since 1938, 99.5 per cent are still giving quiet, successful service. 

Write for Bulletin GEA-3293F for 
data on our complete line of ballasts for 
fluorescent lighting. General Electric 
Company, Schenectady 5, New York. 


BALLASTS 

LAMPS 

STARTERS 

| AMPHOLDERS 

CABLE—stand tor DEPENDABILITY in fluorescent lighting 
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These ballast features help keep 
fixture users satisfied—they 
mean added profits for you 


] Low noise level—for 
* satisfied users 


Long life—for low re- 
a placement cost 


Characteristics matched 
3. with lamp—for rated 
lamp life and light output 


4 Dimensions that per- 
e mit use of one wiring 
channel for practically all 
fixtures—for simplified parts 
inventory and lower fixture 
cost 


Buy all the BONDS you can 


—and keep all you buy 
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News Notes Krom NEW.A. 


By Alfred Byers, secretary 


National Electrical Wholesalers Association 





EXECUTIVE COMMITTEE MEETS 


The Association’s Executive 
Committee met in New York on 
June 4 and 5. It followed a very 
busy schedule and transacted con- 
siderable important business that 
had accumulated since its previous 
meeting in October 1944. 

Much of the committee’s time 
was devoted to the consideration of 
a number of reports submitted by 
various commodity and_ functional 
committee of the Association which 
had held their meetings this Spring. 

The membership of the Associa- 
has informed of all of 
these committee activities in a spe- 
cial release on that subject. 


tion been 


REPORTS ON COMMODITY 
AND FUNCTIONAL COMMITTEES 


Apparatus and Control Com- 
mittee, John M. Newton, chair- 
man. Discussion of surplus goods 
disposal and OPA pricing at this 
committee meeting on April 16 and 
17 resulted in the consensus that it 
is necessary as well as highly desir- 
able to cooperate fully with the 
(sovernment agencies charged with 
those important responsibilities. 

The general opinion of the com- 
inittee and the 
present that 
some of the limitations on the sale 
of large and special equipment now 
imposed by manufacturers in the 
apparatus and supplies field might 
he removed if the wholesalers organ- 
ized a competent department to sell 
and service all types of that equip- 
ment. 

The electrical wholesaler, it was 
felt, is also the logical supplier for 
the farm market which is expected 
to be potentially great in the post- 
war period. The wholesaler has ex- 


members some. of 


manufacturers was 


cellent chances in that field if he 
will set up proper facilities for sales 


and service. 


Industrial and Commercial 
Lighting Committee, \Varren W. 
Booth, chairman. Among the sub- 
jects discussed by this committee at 
its meeting on May 3 and 4, was 
the serving of the commercial and 
smaller industrial and fluorescent 
lighting market, a highly important 
one in the wholesaler’s operations. 

\mong the other topics under 
discussion were: the problem of the 
number of models of fluorescent fix- 
tures which are produced; a need 
for better cooperation between the 
wholesaler and the contractor-dealer 
outlets for fluorescent equipment; 
improving maintenance service on 
fluorescents; and the future sales 
possibilities for industrial and com- 
mercial lighting fixtures. 

The committee meeting was ad- 
dressed by S. B. Williams, presi- 
dent of IES, and editor of Electri- 
cal lVorld, who presenied an ac- 
count of the society’s forty years of 
service. 


Wiring Devices Committee, 
Harry D. Roseth, chairman. The 
difficulties to the electrical whole- 
salers’ operations caused by declin- 
ing wiring devices 
came in for serious discussion at 
that committee’s meeting on May 7. 
The manufacturers who were pres 
ent explained that the production of 
plastic parts used in wiring devices 


inventories of 


is hard and disagreeable work and 
that labor shortages as well as com- 
paratively low wage ceilings have 
curtailed production. 

The development of new prod- 
ucts, removal of duplications, and 
the post-war need for wiring devices 
were discussed with the manufac- 
turers. 
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Residential Lighting Fixtures 
Committee, |. C. Dupont, Jr., 
chairman. The possibilities of the 
post-war residential lighting mar- 
ket and the steps wholesalers should 
take to capitalize on the opportuni- 
ties ahead, were considered by this 
committee on June 6 and 7. 

The committee urged that manu- 
facturers of fixtures should encour- 
age distributors to have adequate 
display rooms for residential light- 
ing fixtures. At 
Was 


the same time it 
recommended that electrical 
not be encouraged to 
showrooms within the 
wholesaler’s shopping area, but that 
contractors located outside this area 
should be encouraged to maintain 


contractors 
maintain 


showrooms. 

Following a discussion on cata 
logs, six proposals were offered to 
the fixture manufacturers to 
them in developing catalogs and 
sheets that would help the whole 
saler. 


aid 


Major Appliances Committee, 
[. W. Danforth, chairman. The use 
of information tags on appliances, 
and their value to the wholesaler’s 
salesman as well as to the retailer, 
were discussed by this committee 
on April 24 and 25. The commit- 
tee voted to recommend to manu 
facturers that the latter affix infor 
mation tags to all appliances. 

The growth of cooperatives as a 
method of distribution 
and the following 
mendation adopted : 

“The Major Appliance Commit 
tee of NEWA recommends that al! 
the 


regu 


was dis 


cussed recom- 


business should be subject to 
same taxes and government 
lations, without discrimination and 
without specific advantages to any 
particular class of business.” 

The committee discussed the 
FHA Insured Mortgage Plan from 
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Carry your part 7 
of the load 


Separate and tie in bundles: 
1. Wastebasket scraps. 2. 
Corsugated boxes, brown 
paper and bags. 3. Magazines 
and books. 4. Newspapers. 


V-E DAY did not ease the waste paper shortage. 
Paper is still urgently required for the millions 
of tons of supplies being used against Japan as 
well as for essential home front needs. Double 
and even triple wrapping is needed to guard 
against the hazards of the long sea trip and 
such conditions as jungle dampness, dry rot, and 
insects. 


That’s why waste paper is still a No. 1 war 
(material shortage. All old paper not actually 
useful in your business is needed now. Dig out 
those old files and records! 







ss bad 


send every 
scrap of 


WASTE 


PAPER 
TO WAR 


A good way to get waste paper collected is 
to appoint a Salvage Chief in your office. Let 
that person take charge of getting all your old 
paper bundled and turned in. Then ... if it isn’t 
collected regularly, he should call your local 
Salvage Committee. 

And remember, the only way to help avoid 
further drastic cuts in civilian paper allotments 
is for everyone to save waste paper. 








This advertisement prepared by the War Advertising Council in 
cooperation with the War Production Board and the Office of War 
Information. Space contributed to the Waste Paper Program by this 
publication. 
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the standpoint of its effect on the 
ales of major appliances in homes 
nortgaged under existing state leg- 
slation. 


Small Appliances Committee, 
|. I. Bogdan, chairman. At _ its 
meeting on April 26, this commit- 
tee considered the matter of manu 
facturers guarantees. [The members 
felt that these guarantees should be 
specific about the length of time the 
guarantee extends, and that the 
wording should be simplified. They 
believed that the length did not 
need to exceed 90 days on small ap- 
pliances. The manufacturers who 
were present explained that because 
there were both motor-driven ap- 
pliances as well as those without 
meving parts, it was difficult for 
individual manufacturers to arrive 
at any common length of time dur- 
ing which guarantees would be in 
effect. 

In the matter of sales promotion, 
particularly from the standpoint of 
local requirements, the committee 
voted that because electric utilities 
are interested directly in load build- 
this committee recommends 
that the utilities extend every. pos- 
sible promotional aid to manufac- 
turers, distributors 
the introduction of any new elec- 
trical appliances in order to increase 


ing, 


and dealers in 


consumption of electric current, en- 
large dealers’ consumer sales, and 
create greater postwar employment. 


Warranties, Service and Re- 
pair Parts Committee, Veter 
Sampson, chairman. Much of this 
committee’s time has been devoted 
to the tabulation and study of the 
replies received to the questionnaire 
listributed last November to ap- 
proximately 800 member and non- 
member appliance distributors 
throughout the country. 

The returns represented a sub 
stantial percentage of the total in- 
dustry sales volume and _ reflected 
experience on practically all makes 
of major and traffic or small appli- 
inces. The committee’s complete 
report is accompanied by a copy of 
the questionnaire and a summary 
of the total replies received. 

It was the consensus of the com- 
mittee that the warranty 
and four-vear protection plan has 
outlived its usefulness. It 


one-year 


Was CxX- 
plained that the protection plan was 


introduced with the hermetically 
sealed unit in refrigerators, and as 
practically all refrigerator units 
were of this type when the war 
stopped production, the one-year 
and four-year protection plans are 
no longer required. 


Publicity, Sales Promotion 
and Sales Training Committee, 
G. F. Kindley, chairman. Through 
the efforts of this committee and 
its sub-committee, plans have been 
evolved for a basic sales training 
program for the electrical industry. 
The program is concerned with 
basic selling fundamentals and is 
not related directly with product 
sales training. 

The suggestion has been made 
that this training program be com- 
bined with a parallel sales training 
program being sponsored by Edison 
Electric Institute and will be con- 
sidered by the Board of EFI. 

The sales training program as 
developed and proposed by this com- 
mittee will be adapted to the needs 
of individual wholesalers 
tributors to whom the material 
which will be made available will be 
usable in 


and dis- 


providing basic sales 
training to their own sales organ- 
well as to those 


ducted by their dealers. 


ization as con- 


Store Management and Store 
Arrangement Committee, \. G. 
Gillespie, chairman. At the 
ing of this committee on May 28, 


meet- 


various matters relating to the man- 
agement and arrangement of retail 
considered. 
From the standpoint of information 
and data which might be developed 
through the activities of this com- 
mittee and of the association in an 


establishments were 


effort to assist appliance retail mer- 
chants in the operation of their bus- 
iness, financing and accounting were 
considered to be two fields of Op- 
eration in which retail merchants 
could be assisted to their advantage. 

The salesmen, the 
training of methods of 


compensating salesmen, the estab- 


selection of 
salesmen, 


lishment of sales budgets and quotas 
were regarded as other phases of 
the retailer’s operations in which he 
would welcome and could use ad- 


vice. Further subjects considered 
were the modernization and main 
tenance of attractive window dis- 


plays and the proper lighting of re 
tail establishments. 
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Warehousing, Deliveries, In- 
stallations, Freight Rates and 
Claims Committee, |. G. Johanne- 
sen, chairman. The report of the 
meeting of this committee contains 
a lengthy list of basic factors to be 
considered in planning the layout of 
a warehouse for wholesale distribu- 
tion. It includes also a number of 
specific suggestions by the commit- 
tee for the guidance of members in 
constructing new buildings or re- 
vising and remodeling old ones. 

At its meeting on May 14 and 
15, the committee also gave consid- 
eration to the value of auditing 
freight and express bills. Also dis- 
cussed whether owned or 
rented trucks had any distinct ad- 
the view of the 
committee that where storage space 
is not readily available and plentiful 
in the wholesaler’s own warehouse, 


was 


vantage. It was 


it is desirable to store appliances 
for peak-season shipment in outside 
public warehouses. 

That arrangement, the committee 
felt, assured the wholesaler of ade 
quate warehousing space for stor 
ing seasonal or surplus goods with- 
out the expense of maintaining reg- 
ularly, as part of 
house, space which the regular vol 
ume of his annual would not 
warrant, and which would increase 
his fixed overhead expense. 


his own ware- 


sales 


Rural Markets Committee and 
the Utility Cooperation and Farm 
Markets Committee. |hese com- 
mittees, the former under the chair- 
manship of G. F. Hessler, the lat 
ter with J. T. Urban as chairman, 
met jointly on May 22 at a forum 
conducted by the 
tion’s planning committee. 


associa- 
Invited 


sessit mn 


guests were men in the farm publi- 
cation field, the utilities serving the 
farm markets, the farm cooperatives 
REA, 


report of 


and the 
The 
that held by the planning committee 
on April 27 with the Commercial 
Planning Committee of the EFI will 
be distributed to 
bership. It is 


this meeting and 


the entire 
recommended 


mem- 

that 
all members read these reports care- 
fully in order to take advantage of 
the valuable information they con 
tain. 

Complete transcripts of all im 
portant committee meetings will be 
published in a_ future 
\WHOLESALER'’S SALESMAN. 
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Reach firet for E-B-R 


E-B-R is an electrical man’s best 
friend when he is looking for prod- 
uct data, or names and addresses of 
manufacturers, or wants to know 
who makes what. 

In it you will find data on apparatus, 
supplies, fixtures, distribution line 
materials, power plant equipment, 
tools, repair parts . . . in fact, just 
about every product used by elec- 
trical men. 

It is designed to fill your needs, to 
give you information quickly, eas- 
ily. Use it today—and every day— 
to save time and money. 

The 1945 E-B-R is bigger and better 
than ever. Its 724 pages are crammed 
with data, and give you: 


MANUFACTURERS BRIEFALOG SECTION — 


Condensed catalogs of 357 electrical manu- 
facturers. Product specifications, listings of 
branch offices, warehouses, etc. 


CLASSIFIED DIRECTORY OF MFGRS. — 


Company addresses and trade names, ar- 
ranged by product. Extensive cross-refer- 
ences to help you find the electrical and 
allied products made by more than 3,500 
manufacturers. 


INDEX OF TRADE & COMPANY NAMES— 
Complete with addresses. Starting with 
only a trade name or a company name, 
you can thus quickly locate the product 
data you need. 





~~ Cee 


Please don't monopolize your copy of E-B-R. 


Show it to other key men in your company, and let them 
use it, too. Under government paper restrictions, 
we can distribute only a limited number of copies. 
You will help us to help you by sharing your E-B-R. 





McGRAW-HILL PUBLISHING CO., 330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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WPB Orders and Revisions 





Appliances for Cooking, Heating 
Now Unrestricted, L-65 Dropped 


Limitation Order L-65, which 
permitted limited production of cer- 
tain types of commercial electric 
cooking and food preparation equip 
ment and prohibited manufacture of 
more than 50 other types of com- 
mercial and domestic electric appli- 
ances; except as permitted under 
“spot authorizations’ ( Priorities 
Regulation 25), has been revoked 
by the War Production Board. 
WPB emphasized, however, that 
the continuing scarcity of materials 
needed to make these items will 
limit the number of electric appli- 
ances available to consumers for 
many months. 

Among the previously prohibited 
electric appliances are: air heaters, 
household toasters, casseroles, chaf- 
ing dishes, heating pads, household 
waffle irons, dry shavers, hair clip- 
pers, permanent wave equipment 
and home dishwashers. These and 
the other formerly prohibited items 
now may be made as materials be- 
come available. No priorities assist- 
ance will be granted by WPB for 
the acquisition of materials to make 
them. 

However, WPB will grant pri- 
orities assistance for limited produc- 
tion of 20 types of commercial elec- 
tric cooking and food preparation 
equipment for non-military purposes 
in the third quarter on the same 
basis as in the second quarter. Pri- 
orities assistance will be given for 
production of commercial electric 
ovens and ranges at 17.5 per cent 
of the 1940 rate; and for produc- 
tion of commercial electric broilers, 
coffee mills, coffee urns, glass coffee 
makers, food choppers and grind- 
ers, food mixers, food servers, food 
slicers, fry kettles, griddles, grills, 
hotplates, juicers, stock kettles, 
toasters, vegetable peelers and waffle 
irons at 10 per cent of the 1940 rate. 


these items 
now is permitted at a higher over 
all rate, priorities assistance will not 
be granted for production in excess 
of these quantities. 


Though production of 


Flashlights, Other Portable 
Lights No Longer Restricted 


Restrictions on production and 
distribution of flashlights and other 
portable electric lights operated by 
dry cell batteries have been removed 
from Limitation Order L-71, but 
the provisions pertaining to dry cell 
batteries have been retained in the 
order, the War Production Board 
has announced. Production of port- 
able electric lights will continue to 
be limited by the availability of ma- 
terials, however, WPB said. 

Under the order, each manufac- 
turer was permitted to produce and 
deliver portable electric lights only 
in accordance with quarterly quotas 
assigned by WPB on Form WPB- 
2719. Within the limits of approved 
W PB programs, production of port- 
able electric lights was permitted to 
the extent that it would not inter- 
fere with war production. Manu- 
facturers now may produce and de- 
liver portable electric lights without 
regard to L-71 or authorizations on 
Form WPB-2719. 

Any type of steel, except stainless 
steel, was permitted to be used for 
portable electric lights under L-7Z1. 
Use of zinc and magnesium was not 
restricted under the order. Tin was 
permitted to be used only in solder. 

Use of materials that are still 
critical remains subject to materials 
conservation orders. 

Quarterly usage of zinc, under 
Order M-1ll-b, is limited to the 
amount used for the same purpose 
in the corresponding quarter of 
1944, 

The tin order M-43 permits the 
use of solder containing 30 per cent 
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tin for joining purposes. Use of tin 
for other purposes in the manufac 
ture of portable electric lights is 
prohibited. 

Use of steel, copper, and alumi- 
num remains subject to allotments 
under the Controlled Materials 
Plan. Until July 1, 1945, when 
CMP will be open-ended, manufac- 
turers who wish to increase produc- 
tion by using controlled materials 
in excess of their CMP allotments 
will be limited by the availability of 
these materials from idle and excess 
inventories (Priorities Regulation 
13). In the meantime, however, 
manufacturers may place prders, 
without CMP allotments, for deliv- 
ery by mills after July 1, if delivery 
is possible without interference with 
authorized CMP orders. 

As before, production and deliv- 
ery of dry cell batteries are subject 
to quotas assigned to manufacturers 
quarterly on Form WPB-2719. This 
provision has been retained to facili- 
tate the filling of military orders and 
civilian needs. 


PR-1 Still Operative, 
W. J. Flynn Advises 


The Electrical Products Section, 
Building Materials Division of 
WPB, through its chief, W. J. 
Flynn, has advised the National 
Electrical Wholesalers Association 
that Priorities Regulation 1 still is 
in effect. Mr. Flynn wrote NEWA 
that: 

“With the revocation of certain 
War Production Board Orders 
which in the past had prohibited 
manufacturers from shipping un- 
rated orders, manufacturers 
have interpreted the revocation as 
their authority to ship rated or un- 
rated orders with no particular se- 
quence. 

“Priority Regulation 1 is still in 


some 
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effect and therefore, a manufacture: 


cannot ship an unrated order unless 
all of his rated orders for the san 


commodity are filled.” 


C IRCUIT T E ST ER ee ees 








Manufacturers of stampings ré 
oS | quired for the 265,000 domestic m« 
, chanical refrigerators, 350,000 was! 





| ing machines and 35,000 electri 
| ranges scheduled for production i 
| the third quarter of 1945 will hay 
priorities assistance in obtainin 
materials, War Production Boar 
officials told the Pressed Meta 
Products Industry Advisory Com 
mittee at its recent meeting. 





Production of these products 1 
| excess of the amounts for whicl 
materials have been allotted wil 
have to be carried out without pri 


orities assistance for component 
and materials, including stampings 
W PB said. 

Quotas have been set up for pro 
duction of approximately 200,000 
automobiles in the second half ot 
1945, but no priorities assistance is 
being granted by WPB for thei 
manufacture. 

The Auth Buzzer Type Circuit Tester is a 
modern version of the old, familiar, elec- 


trician's test set—a pair of dry cell batteries 
and a door bell, strapped together, with two 


Signal, Fire Alarm Equipment 
Released as L-39 Is Revoked 


Limitation Order L-39, issued 
lebruary 24, 1942, to control pro 
duction and distribution of fire pro 
tective, signal and alarm equipment, 
has been revoked, but other controls 


wire leads extending. 





Like its predecessor, the new circuit tester 


is intended for use in pairing cables, check- 


ing fuses and lamps, and making tone and ts Manage 
affecting the use and acquisition of 


materials for production of this 
equipment continue in effect, ac 
cording to the War Production 
Board. 


continuity tests. It may be used for testing 
all types of circuits of low resistance for open 
or closed condition and various other appli- 
cations. It should not be used on live or 


energized circuits. Types of fire protective equip 
a — ‘nt covered by [-39 included 
Unlike its predecessor, the new unit is pocnvir Pyeng, ed by , include 
. : ‘ . . sprinkler systems; fire hose, hy 
streamlined in a slim, phenolic flashlight case ie 
“th slid f ewitch and util , drants and pumps; hose dryers and 
with sli e type cutoff switc an om ity op racks; fire extinguishers; stirruy 
for fastening to the belt. It is equipped with 


a high pitch finest grade buzzer, 48" flexible 
insulated leads with test prods, and a canvas 


pumps and other fire protective 
equipment. L-39 also governed pro 
duction of all types of signal and 
bag to enclose the complete instrument. Two alarm equipment, including fire, po 
standard size "D"' flashlight cells are utilized. 


Tell your customers about it—and place a 





lice and burglar alarm systems 


| boundary protection systems; pag 





ing and call systems and similar sys 
stock order today. g and call s) ; — 
tems. 
[_-39 prohibited the use of cer 


tain scarce materials, except for the 


AUTH ELECTRICAL SPECIALTY COMPANY INC. 


422 East 53rd Street New York 22, N.Y. 


purposes and to the extent speci 
fied to Appendix A to the order 
Use of most of these materials re 
| mains subject to the applicable ma 
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Pioneers in 
LIGHTING EQUIPMENT 
Since 1880 


Site 
aries 
Yes, We ve Been at WAR 


Since Pearl Harbor, our only customers 
have been the U.S. Army and Navy ... and 
our Allies. Faries war products have been 
wide in range... more than 200 completely 
assembled items and component parts. To 
meet the exacting requirements of the Mili- 
tary, new machines have been employed, 
new production techniques mastered. 


. .. but now that the 


erials conservation orders, for ex- | 
- unple: bismuth, M-276; cadmium, 
~~ 65; chromium, M-18-a, monel 
re ‘tal, M-6-a; nickel, M-6-b; tin, | 
43; asbestos, M-79, M-161, and | 
\|-283; and rubber, R1. 
L-39 also placed specific restric- 
ms on production and delivery of 
re extinguishers, signal and alarm 
uipment and fire hose. These re- | 


=< 
, - 


rictions no longer are in effect, 
d production will be limited only 
the availability of materials and 
inpower. 





Delivery of foam extinguishers 

was permitted only for protection of 
"> inflammable liquids. 
Production of extinguishers using | 

in alkaline metal-salt solution, for 
other than certain types of Govern- | 
ment orders, was limited to 25 per | 
ent of production in the year ended 
i November 30, 1941. 
Production of soda acid extin- | 
guishers was completely prohibited. 
> Delivery or installation of signal | 
and alarm equipment costing more | 
isd { than $200 was permitted only to fill | 
a 
| 








Fcertain Government orders, orders 
Ol J approved by has on Form WPB- 
's 11319, GA-1456, or WPB-2774, 


is fis Light Flashes Green 


signal and alarm equipment, and for | we ‘II soon be ready to GO 


gs repair and maintenance purposes 


se of these forms no longer is re with over 60 of the fastest- 





s from other manufacturers “ol 























uired, 
ed | selling numbers from the 
|) Washing Machine Production ° ° : 
bes To Resume Under Supervision big Faries prewar line. 
nt, 
nie Limitation Order L-6 has been | — 
of |amended to permit resumption of | When the restrictions are fully relaxed and 
ie mestic washing machine produc- | material is available, we’re ready to start 
ac. Elon, the War Production Board | , E ; e ” 
on bas stated. Subject to WPB ap- immediate production on 60 “best sellers 


roval of manufacturers’ applica- in accordance with a carefully-worked-out 
ip ms, priorities assistance will be ‘ Th litv 1 

led Scranted to the extent of the third- | Teconversion plan. ese top-quality jamps 
1) iarter program for 350,000 wash- | and fixtures will be available to distributors 


| Bing achines. Production i *X- : 94% 
na machine roduction in ex and dealers for the period til V-J day. 









































up cess of the program is permitted to 
‘ve | tue extent that materials are avail- 
ro- Bable without priorities assistance. | 
ad Manufacture of domestic washing | — 
™ achines, ironers and driers had | Write For 
ys: | Leen prohibited by L-6 since May New Flyer Catalog 
Ag 15, 1942. Ironers and driers are | t _ . just off the press, illus- 
ys- |! longer subject to the control of | give % trating these 60-odd “best selling” | 
| tie order, and production may be | ,a\° numbers. i 
er- presumed, but no priorities assistance ; 
the ll be granted for the acquisition 
aia materials. 
ler Since materials and components 
ve eded for production of domestic 
na 
uly 1945—-WHOLESALER’S SALESMAN 85 














@ Consumer demands will be on... and SOON . . . for electrical con- 
nectors to make quick repairs, for permanent re-wiring, and also for 
much civilian manufacturing. Alert wholesalers will have to be on 
their toes ... be ready .. . get set . . . to meet every call promptly, 
whatever the need. 

We know that you will have heavy demands for Burndy connec- 
tors. And Burndy is fully prepared for it, with all types of connectors 
in a full range of sizes. We’re sparing no effort to make Burndy pro- 
duction and service surpass every requirement you can ask of them. 

Get out your Catalog 41 now . . . or ask us for another . . . check 
over your stocks carefully . . . tell us quickly what you need to fill in. 
Don’t let valuable potential business catch you with your supplies 
down. Burndy Engineering Co., 107-S Bruckner Boulevard, New 


York 54, N. Y. 












rs for 
CONNECTORS 






In Canada: Canadian Line Materials, Limited, Toronto 13. 
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laundry equipment will be availal 
in varying quantities and at var 
ous times, it may be some time | 
fore all are in balance. Washers, 
ironers, and driers, therefore, are 
not expected to be available to tl 

general public, even on a limited 
basis, until late in 1945. 

Washers, ironers and driers not 
needed to fill rated military and 
other orders will be made available 
to the general public through norma! 
retail channels. However, if neces- 
sary, WPB may direct distribution 
of washing machines by manufac- 
turers. Domestic laundry equip- 
ment will not be rationed, nor will 
a certificate showing the purchaser's 
need for such equipment be r 
quired. 

Production of service and repair 
parts for washing machines is not 
restricted by L-6. As now, WPB 
will allotments of controlled 
materials and assign a_ preference 
rating of AA-3 to materials for re- 
pair parts production. Applications 
for such priorities assistance are t 
be filed in Form CMP-4B. Mate-| 
rials obtained in this manner for the 
production of repair parts are not ti 
be used in the production or assem 
bly of new washers. 


issue 





Wiring Devices, Heater Cords 
No Longer Restricted by L-277 


a 


Electrical wiring devices 
heater cord sets are no longer sub 
ject to the manufacturing, and dis 
tribution controls established by Or 
der L-277, which has been revoked, 
the War Production Board an 
nounced. All other applicable or 
ders and regulations affecting man- 


and ff 
| 








ufacture and distribution of these 
items remain in_ effect, WPB 
pointed out. 





fe 


A Break for Strap Hangers | 

Strap hangers in the street cars of to- 
morrow will have a_ better The 
windows will be higher. 


view. 


The Cornet Got the Call 
The first musical instrument heard over 
the telephone was a cornet in a conce 
arranged by Bell. ; 


Telephone Number Ownership 
Telephone numbers are the property 
the telephone company, an Ohio court 

ruling states. 
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(Continued from page 45) 


George Lewis, New York, N. Y., were 
elected to succeed David T. Schultz, New- 
ton, Mass., and Walter Evans, Baltimore, 
wot Md. 


nd : Eleven RMA directors, whose terms FOR ATL INCREASED RY Janay 


ble expired at the Chicago meetings, were re- 7 
nal elected: Ben Abrams of Emerson Radio 70 DEALERS / 
. & Phonograph Corp., New York City; 

ing M. F. Balcom of Sylvania Electric Prod- + 

a ucts, Inc., Emporium, Pa.; Monte Cohen 

of The F. W. Sickles Company, Spring- 





i field, Mass.; R. C. Cosgrove of The Cros- 


™ ley Corporation, Cincinnati, Ohio; G. 

Ts Richard Fryling of Erie Resistor Corpo- 

r ration, Erie, Pa.; F. A. Hiter of Stewart- Burgess Ads reach 72,807 dealers every month 
Warner Corporation, Chicago; J. J. Kahn 

air! of Standard Transformer Corporation, : 

not Chicago, Ill.; George Lewis of Federal REGULAR AD-SCHEDULES in Hardware Age, Hardware 

PBE Telephone and Radio Corp. New York World, Radio and Television Retailing, Radio Service Dealer and 

led City; J. J. Nance of Zenith Radio Corpo- ; d ] - buildi Pas fid inB p 

io ration, Chicago; G. W. Thompson of Sporting Goods Dealer are building dealer confidence in Burgess! 


Noblitt-Sparks Industries, Inc., Columbus, ...and in Burgess Distributors! 





















= Ind., and T. A. White of Jensen Radio 
on ita : a ; ' P : ' . ‘ 
Manufacturing Company, Chicago. A new Consumer ads in 45 magazines—including Newsweek, Liberty, 
t director on the RMA board is H. J. Hoff- ; ’ ‘ 
ah man of Machlett Laboratories, Inc., Nor- American Magazine, Sports Afield, Farm Journal—mean that 
the | walk, Conn., who Retens elected from the dealers can count on pre-sold customers who will buy Burgess. 
| tof} Transmitter Division to succeed W. P. 
. ty ‘ oi, tail salt} . me ; 7 } 
m-f Hilliard of Bendix Radio, Baltimore, Burgess is “paving the way” for more business for you—by 
whose term expired. : 
All divisions of RMA elected officers showing alert dealers that Burgess is building a better battery 
and projected many new activities for the market for them! Remember! ... it’s the complete line that 
P coming year. E. A. Nicholas of Farns- : 
7 | worth Television & Radio Corporation, builds profits! 
. Fort Wayne, Ind., was re-elected chair- Burgess Battery Company, Freeport, Illinois 
and ff} man of the set division; M. F. Balcom of 
ub- «Sylvania Electric Products, Inc., Em- 
dis porium, Pa., was elected chairman of the HEARING AID BATTERIES 
"en tube division to succeed D. T. Schultz of ) 
ced. Raytheon Manufacturing Company, New- 
-_, ton, Mass.; C. J. Burnside of Westing- 
ia house Electric Corporation, Baltimore, 
; was re-elected chairman of the transmit- | 
—_- ter division; R. C. Sprague of Sprague 
— Electric Company, North Adams, Mass., 
PI was re-elected chairman of the parts di- | 
rs | 
f to- 
The 
| 
over 
ncerth F 4 wot ° Careful Buying Keeps Prices Down! 
| BURGESS A 
NEW PLANT for Revere Electric | | une-cee |! \ 
Manufacturing Company has been pur- femetiwen |] B U R G ESS BATTE fz \ ES 
hip chased by the company in Chicago. | \, aeons | 
“ After extensive alterations, Revere | aN? : 
yd alll coeee ie in clio end the tee | | Recognized as the MOST COMPLETE LINE of dry batteries 
cou duction equipment for its line of flood- | 
lighting equipment. \ 
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FULLMAN halle 


PRODUCTS 


Make Fullman Your Source of Supply for 
Floor Boxes and Wiring Specialties 


Fullman "Latrobe" Products have performed efficiently and 
economically during the war emergency and can be depended 
upon to maintain leadership in the approaching long swing 
peace market. 





No. 284 Nozzle 


No. 130 Floor Box Duplex Receptacle Nozzle with '/." 
ght brass pipe extension. _ Very compact. 
t for use in concrete and wood Also furnished with 34"' pipe extension. 


flied floors. Quickly installed, water- 
tight and lasting 





No. 470 “Bull Dog" No. 480 “Bull Dog" 
Pipe or Conduit Hanger Armored Cable Support 
sepneenieel and efficient for hanging Convenient for installing armored 
%'' and \"' pipe or conduit to cable in factories or other buildings of 


/2 
steel beams up to %"' thick. Made steel construction. Permits cable to 
of high grade malleable iron run at any angle. 





“Bull Dog” 


Insulator —— . ‘ 
Supports GF a . 4% one 
For fastening ey, © ish Wire 


® 
porcelain or glass SP - : 4 ee Ty 
insulators to ex iM Tem ome y oct 
posed steel frame- ri hf. T — 
work. Four sizes. dit heats 














! 
' 
| 
' 
|< 
Y: 
! 
! 
! 
! 
Y 
I 


ULLMAN MANUFACTURING CO. 


LATROBE . . . PENNSYLVANIA 











vision; Lee McCanne of Stromberg-Carl 
son Company, Rochester, N. Y., wa 
elected chairman of the amplifier an 
sound equipment division, succeedin 
T. A. White of Jensen Radio Manufac 
turing Company, Chicago, whose tern 
expired, and Mr. White was elected chair 
man of the division’s executive committee 


Anaconda Floating Cable 
Clears Nazi Mines 


The war’s naval production spotlight 
was focused recently on Anconda Wirt 
& Cable Company’s plant at Hastings-on 
Hudson, N. Y., as the story of Allie 
Navy's success in overcoming Germany’s 
magnetic mine menace to convoys and 
shipping unfolds. 

Experimental data offered by the Brit 
ish to our Navy called for equipping mine 
sweepers with mine sweeping apparatus 
charged with electricity, to explode sub 
merged mines from channel and _ th 
oceans. This called for the use of buoyant 
insulator “Floater” cables to create 
magnetic field as they were towed throug! 
the water. 

The Anaconda Wire & Cable Company 
with only a minimum of information, an 
in close and extremely secret cooperation 
with the Navy, immediately tacked an 
other “big order” on its war effort cal 
endar and poured all of its engineering 
and research talents into the job of pro 
ducing a cable that would float, carry an 
adequate load of electricity and withstand 
the explosive effect of the mine as well 
as the elements. 

Construction of mine sweeping buoyant 
cable presented many headaches in the 
beginning because it was necessary to 
make cable that would be capable of carry 
ing a terrific electric load and at the same 
time be light enough to float. 

Fach manufacturing operation required 
new machinery, all of which had to be 
especially designed and built for this 
cable. Today, one whole avenue of the 
Hastings’ Mill is given over to the buoy 
ant cable operation. There are huge vul 
canizing tanks, stranders, winding ma 
chines and water-testing tanks, as well as 
a large supply area where materials whic! 
go into the finished product are stored and 
assembled 


Latham Announced 
Distributor For Lear 


Nate Hast, merchandise manager ot 
Lear Home Radios, announces the ap 
pointment of E. B. Latham & Company 
old New York wholesaler, as distributo1 
for the Lear Home Radio line in the New 
York metropolitan area. This will include 
all of Greater New York, Westchester 
County, and the Long Island counties of 
Nassau and Suffolk. 
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NEW MANAGER for GE’s lamp de- 
partment advertising division is W. H. 
Robinson, Jr., who, only a month be- 
fore, had been appointed sales man- 
ager of electric discharge lamps. He 
will be successor to the late H. Free- 
man Barnes, and will be located at 


Nela Park. 














Tacoma Wholesaler Opens 
Branch In Seattle 


The Love Electric Co., electrical whole 
alers in Tacoma, Wash., since 1898, is 
pening a branch for merchandise only, 
ncluding major and small appliances, at 
325 Westlake North, Seattle. E. D. Tam- 


mel, who has been in the appliance field 15 


ears and was formerly connected with 
the Harper-Meggee Co., will be manager 
f the new branch. 

The quarters are 65 by 128 ft., one floor 
nd basement, and they are being re- 
iodeled and fitted up for a business of 


this kind. Distributor arrangements have 


een made so far for the lines of 
\pex laundry equipment, Hoffman radios, 
Toastmaster, St. Charles kitchen cabinets, 
niversal small appliances, Silex, Nesco, 
merson fans and Samson United prod- 
ts. All franchise lines will be handled 
ut of Seattle. Small appliances will be 
irried at both places. 

Mr. William J. Love is president and 
under of the business and is located at 
acoma, assisted by his son, J. B. Love, 
nd Fred C. Phillips, vice-president and 
iles manager. 


Noma Appointment 


Mr. Henri Sadacca, president of the 
voma_ Electric Corporation, announces 
le appointment of Mr. I. Wolf as vice 
resident of the Air Conditioners Sales 
orporation, a wholly-owned subsidiary 
f the Noma Electric Corporation 

Mr. Wolf was formerly factory man- 


ger of this company. 
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© RUBBER POWER CABLES ® VARNISHED CAMBRIC CABLES ® 


CRESCENT 
IMPERVEX 
TRENCH 


pavy, tough Neoprene jacket 

p f, and highly resistant to oil, 
x. it is approved by Underwriters’ 
USE-Underground Service Entrance 


IMPERVEX TRENCH CABLE—Type RR, | 

a low cost, easily installed, permanent, under- | 

i circuit between power line and buildings or between | 
Pe buildings of mines, institutions, farms, and estates, ete. Fur-. 
nished in sizes {14 to {4/0 A.W.G., two, three and four con- | 
ductors. Our Engineering Department will be glad to recom- 
mend a cable best suited to your needs. 


@ CRESFLEX NON-METALLIC SHEATHED CABLE © SERVICE ENTRANCE CABLE ® BUILDING WIRE 


CRESCENT INSULATED WIRE & CABLE CO. 


TRENTON, N. J. 


CRESCENT & ca 


WIRE & CABLE S 


SOLD ONLY BY WHOLESALERS 


ARMORED CABLE 
@ S319V9 GUVOddIHS e SITEVO ONIGTIM | e SIUIM TOHLNAS e S319V) AVMNUVd GNV G3ISVINI-dV3I1 e GYOIVWaad 


IMPERIAL NEOPRENE JACKETED PORTABLE CABLES 
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Yes, you can now think 
about new signs... better 
signs... properly illuminated. 
It’s time to act, too, to as- 
sure delivery of lighting 


equipment when you need it. 


KEYSTONE 


Emblem Sign Reflectors 


Designed specifically for illumi- 
nating square or rectangular 
signs, the Goodrich Keystone 
Reflector provides maximum and 
uniform illumination. Its Key- 
stone shape, with straight line 
sides provides light cut-off at ex- 
act edges of the sign, without 
waste of light. The light pattern 
is ‘‘tailored”’ to fit. 

Permanent porcelain enamel 
finish makes it timeproof, 
weather-proof. The Goodrich 


Seprable hood makes it quick 
and easy to attach and detach 
without use of screws. Lamp 
burns in normal vertical posi- 
tion; resilient socket lengthens 
lamp life. Other Goodrich sign 
reflectors similarly illuminate 
round, oval, or long and nar- 
row signs. The complete Good- 
rich line includes hundreds of 
sizes and styles of reflectors for 
every outdoor and industrial 
need. Write for literature. 


Sold Through Electrical Wholesalers 





4600 BELLE PLAINE AVENUE, CHICAGO 41, ILLINOIS 





Limited Radio Production 
When Military Needs Drop 


Approval of plans of the War Produc- 
tion Board’s Radio and Radar Division 
for authorizing limited civilian radio pro- 
duction as soon as military requirements 
fall below 90 percent of the average 
monthly delivery rate for the first quarter 
of 1945, was expressed by members of 
the Radio and Radar Labor Advisory 
Committee, at their meeting last month. 

Government presiding officer at the 
meeting was Harold R. Sharpe, assistant 
director of the Radio and Radar Division. 
The committee is composed of men from 
representative unions in the industry. 

Proposals for a step-by-step relaxation 
of Limitation Order L-265, released to 
the industry recently and unanimously ap- 
proved by the Radio and Radar Industry 
Advisory Committee, were explained in 
detail to labor committee members by L. J. 
Chatten, division director. 

Mr. Chatten said the estimated one 
front war requirements for the last six 
months of the year averaged $197,000,000 
per month, or 79 percent of present out- 
standing contracts and commitments. 
However, outstanding contracts and com- 
mitments $249,000,000 per 
month for the remainder of the year are 


averaging 


18%4 percent higher than the average 
monthly production rate of $210,000,000 
during the first quarter of 1945. 

This reflects increasing military demand 
for new type electronic equipment for the 
Pacific war, Mr. Chatten continued. On 
three new items alone, he said, production 
of $57,000,000 a month is called for by the 
end of the year. This is equal to 27 per- 
cent of the current production rate. In 
particular these new items will require 32 
percent of the current tube production 
rate and about 23 percent of the present 
production rate on resistors, capacitors 
and other such standard components, Mr 
Chatten said. 

Under the Radio and Radar Division’s 
plan, WPB explained, L-265 would be re- 
vised when military requirements fall be- 
low 90 percent of demands in the base 
period, to permit unrestricted production 
of components, including tubes for re- 
placement purposes and all end-equipment 
except broadcasting, receiving and repro- 
ducing equipment for entertainment pur- 
poses. Priority asssitance would be given 
at this time to military and_ essential 
requirements. 

L-265 would be revoked, WPB said, 
when scheduled military requirements re- 
cede below 75 percent of the delivery rate 
for the first quarter of 1945, but the 
two-band rating system would be con- 
tinued to assure preference for military 
and highly essential civilian requirements 
over other civilian deliveries. 

Because component production is com 
pleted two or three months in advance of 
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PAUL L. NORSTROM has been 
made lighting specialist for GE Supply, 
Portland, Ore. He now heads lighting 
and lamp sales in place of S. H. Good- 
man who has been advanced to assist- 
ant to the manager, S. S. Brundage. 





end-equipment deliveries, WPB added, 
the revision and the revocation of L-265 
would become effective, in each instance, 
three months in advance of the month 
which military requirements are sched- 
uled to reach stated reduced levels. 

It was pointed out by WPB that reten- 
on of L-265 for the present, together 
with existing large military demands for 
electronic equipment makes it feasible for 
all plants producing material of this kind 
to seek military contracts or sub-contracts 
at this time. Members of the committee 
said that some plants were laying off 
workers and planning to await opportuni- 
ties to get into civilian production. WPB 
fficials stated their belief that such prac- 
ices would cease, now that the industry 
‘ully understands WPB’s plan for the | 
gradual relaxation of controls. This pro- 
edure, WPB said, should enable the in- 
dustry to build up a cushion of com- 
nents for use when L-265 is finally re- 
ed, and should make a minimum of 
mployment among electronics workers 

the months to come. 


Art Metal Appoints 
Pellinger Sales Manager 


ieorge Pellinger, for twelve years 
itified with the American Reserve In- 
ance Company, New York, as assis- 
t secretary, has been appointed New 
k sales manager for the Art Metal 
npany, Cleveland, Ohio, according to 
announcement issued by George E. 
tthar, its president. 

{r. Pellinger is an alumnus of Colgate, 
ss of 1931, and prepped at Peddie 
School. 
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@ He’s finished his job for the Signal Corps— 
strung his last communication line under enemy 
fire—run his last power line to light an emer- 
gency first aid station. Now 
he’s home again—back on the 
job of keeping America’s 
peacetime communications 
moving—the motors of indus- 
try turning. 

It will feel like old times 
buckling on his Klein belt— 
fastening his Klein climbers— 
a pair of sturdy Klein pliers in 
his hand. For these quality 4, conan 
Klein tools and equipment that can obtain a copy of 
served him so wellinthe Army ‘his folder on “Klein. 
will serve him as faithfully on K"4"™ "eauest. 
his peace-time job as they have 
other linemen and electricians 
“since 1857.” 


WEEE Mathias 9 iE 


3200 BELMONT AVENUE CHICAGO 18 ILLINOIS 























Anyone interested in 






Clinics To Aid 
Appliance Dealer 


Feeling that post-war appliance n 
chandising presents many problems 
dealer, distributor and manufactu 
which should be worked out before rec 
version brings back appliances, Proc' 
Electric Company, Philadelphia, has 
stituted a series of “post-war retaili 
clinics for small appliances.” These clin 
are designed to bring together for rou: 


table discussion small-appliance me: 


chants, distributors, editors and manuf: 
turers, in order to “bring their combi: 
experience into sharp focus on proble 
every retailer must solve as he reforms 
policies and program for post-war s 
ing.” 

At the first of the clinics, held 
Hershey, Pa., late in Apfil, dealers f1 
Philadelphia and Harrisburg areas 
tended. Under discussion were the 
lowing questions: 

1. What items, electrical and non-el 
trical, should a dealer include in his st 
to attract traffic business and insure pr 
from over the counter items ? 

2. What are the reasons for and agai 

dealer engaging in the small applia 
business ? 


3. Is the small appliance business 


sufficient importance for a dealer to es 


tablish a separate department and wl 
is the minimum volume requirement? 


4. Should small appliance sales per 


: 


sonnel be male or female? How shou 


they be compensated? How should tl 


be trained to sell more profitable, higher 


priced items? 

What is the best location for 
small appliance department and how he 
can small appliances be displayed ? 


6. Should a dealer maintain an over 


the-counter service department, parts 


stocks ? 

7. When competitive conditions wa 
rant the use of consumer promoti 
which ones would you like the man 
facturer to make available? (Ironir 


boards, toaster sets deals, etc.) 


8. Which types of advertising and sales 


promotion materials produce the best 
sults ? 

9. Can house-to-house canvassing 
made to pay in selling small appliances 

10. Should small appliances be sold 
credit terms? 

11. What is your accounting pract 
for the small appliance department? H 
does it share in general overhead, re 
insurance, etc? It is charged for sp 
occupied? On what basis? How do y 
know that your small appliance busin 
is profitable or unprofitable? 

In describing these clinics, R. M. ( 
iver, vice-president of Proctor Elect 
Company, said: “Hokum and untr 
theories are tossed out the window. S« 
ous-minded practical retailers who h 
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1CCEPTING the 100,000th aircraft 
feathering pump motor produced by 
Victor Electric Products, Inc., Cincin- 
nati, is president C. L. Harrison, left, 
an employee, Wm. Maybury, makes 
the presentation. 





of great importance, how to get it; who | 


manufacturer and its representatives, but 


ide the small-appliance business pay, 
vho know the value of store traffic and, 

‘ognize the inherent  profit-creating 

ialities of floor space utilization, dollar | 

turnover, repeat customers, fast-moving | 
promotions,’ are answering the above | 
uestions at the clinics. 

At the Hershey, Pa, meeting, the pro- 
gram and discussions were led not by the | 
vy the dealers called together. [tach of 
e above subjects had been assigned to 
ne of the dealers represented for a 


rmal presentation. After the paper 
ead on his assigned subject, the discus- 


m was thrown open and a remarkably 


free and full forum followed. 
For Proctor Electric, Bob Oliver, vice- 


president and sales manager presided, and 


Sam Vining stiumulated the free discus- 
m. From the wide variety of topics 
eated, and the variety of viewpoints ex- 
essed, a few stand out as highly sig- 
ficant for the industry. One was the 
portance which these men dealing pri- 

irily in major appliances attached to the 

ifie appliances. 


Two WESCO Men 


Advanced 


L. G. Berger, who was formerly ap- 
iratus and supply manager for the 
Vestinghouse Electric Supply Co., Los 
ngeles, has been promoted to assistant 
strict manager under B. S. Manuel. 
icceeding Mr. Berger as apparatus and 
ipply manager is W. W. Bell, formerly 
tside salesman in the southern Califor 
a territory. 
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AUTOMATIC STARTER 


in the 
RED PLASTIC CAN 


@ Fully automatic. 


@ Locks out and resets without touch- 
ing the starter. 


@ When lamp becomes inefficient , 
flickers or blinks, the Lloyd Auto- 
matic cuts off the current. Automat- 
ically starts the new lamp when in- 
serted. 


@ Prevents overheating of ballast, in- 
creasing its life. Saves maintenance 
and power costs. 


LOOK FOR THE NEW 
RED PLASTIC CAN 


Stronger —— Higher Dielectric Strength 


Listed and Approved by 
Underwriters’ Laboratories, Inc. 


Certified by 
Electrical Testing Laboratory — Spec. 6 


LLOYD PRODUCTS CO. 


Dept. WS-7 Providence 5, R. I. 
23 Branch Offices and Warehouses 
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Speaking of reconversion 














We're for it, 100%—just so it doesn’t interfere with our 
war job! We're proudly keeping our star-spangled Army- 
Navy “E”’ flag flying—but we’ve taken long planning steps 
forward. 


When the time comes, we can start... and fast! 

We'll have the tools, the dies, the expert workers, and 
the twenty-five years of know-how that will enable us to resume 
the manufacture of America’s finest and most famous auto- 
matic toasters. 

The demand will be waiting—vast and eager. Contin- 
uous advertising has nourished it. The unequaled wartime 
performance of thousands upon thousands of grand old 
Toastmaster* toasters has kept it growing. 


And profitable sales will pop up all over the place for 
the top-notch, wide-awake dealers who have sold Toast- 
master products in the past... and know from experience 
that they can win satisfied customers by featuring them in 


the future. 


= 
Speaking of reconversion...it’s a cheerful picture. Oe 


TOASTMASTER Proclucha | 


***TosstmasTer” is the registered trademark of McGraw Electric Company, Elgin, Il. 


listen! 


Benjamin Announces 
Plant Improvement 


“A three-year program of plant mo 
ernization, product development and ir 
tense sales promotion’ was announced t 
Walter D. Steele, president of Benjami: 
Electric Mfg. Co. at the annual stock 
holders’ meeting held in Des Plaines, Illi 
nois. Purpose of the program is to 
strengthen the company’s competitive pos 
tion and insure a sales volume adequate t 
provide continuous post-war employmen: 
to all of the company’s present employe¢ 
and the 139 employees now on militar 
leave of absence. 

Chief of these new improvements is 
research and testing laboratory on whic! 
construction will be started this year. 

On its roof will be located a weather 
ing tower for testing all types of outdoor 
lighting equipment, floodlights, and va 
rious porcelain enamel products. 

The product program includes a con 
tinued program of improving all present 
industrial reflectors, floodlights, sockets 
and other accessories ; the expansion of its 
industrial lighting line by the addition of 
new types of specalized equipment and the 
development of a new commercial fluores 
cent line designed to meet the specific re 
quirements of schools, offices and stores. 


Formation of 
Square D de Mexico 


To manufacture electrical distributing 
and control equipment for the Mexican 
market, the Square D Company, Detroit, 
Michigan, is forming the Square D de 
Mexico, S. A., F. W. Magin, president 
of the company, announced recently. 

Square D de Mexico will be owned 
jointly by the United States company and 
prominent industrial leaders who have 
broad experience in Mexican electrical re 
quirements, Mr. Magin said. 

Officers of the company will be resi- 
dents of Mexico, according to Mr. Magin 
He and Lauron W. Mercer, vice-president 
and general sales manager of the domestic 
company, will represent Square D Com- 
pany on the board of directors. 

A plant equipped with the latest type of 
American machinery will be built in Mex- 
ico City, D. F., as quickly as arrange- 
ments can be completed, Mr. Magin said 

Expansion of Square D activities to the 
south will give the company its second 
foreign plant. 


Speeds Fluorescent Output 


A new method of coating fluorescent 
lamp tubes with phosphors is speedins 
lamp production. A tungsten wire i 
placed in the tube, into which dry phos 
phor powder is sprinkled. High voltage 
is applied, the particles are charged, fly 
to the glass and stick. 
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larostat Announces 


Post-War Jobbing Setup 


better serve its jobber-distributor 

istomers, Clarostat Mfg. Co., 

Brooklyn, N. Y., has announced several 
vations in its jobbing setup. 


Inc., 


First is the appointment of Fran Cham- 


herlain as assistant sales manager of the 


er division. Mr. Chamberlain, a vet- 

of World War II, is being trained 
r his post by Leon L. Adelman, the ad 

ry sales manager. 
Second, a complete stock of Clarostat 
ntrols, resistors, ballasts and other items 
s being set up as rapidly as conditions 
mit in order to speed up the shipment 
Although at 
resent the company is engaged 100 per 


ll future jobber orders. 


tin the war effort, Clarostat is already 


the way with its reconversion plans 


th Army-Navy “E”’ Award 


hn D. Murphy, vice-president of the 


iremold Company, Hartford, Conn., 
unces that the company has received 
fourth Army-Navy “E” award. This 


adds another white star to the Army- 
“E” flag, and signifies an additional 
months of continued high war pro- 
iction. 
his fourth award was announced in a 
from Robert P. Patterson, Under- 
ecretary of War, in which he said: “By 
maintaining the distinguished record which 
reviously brought you distinction, you 
once again proving your leadership 
nthe production front. This third white 
tar added to your Army-Navy ‘E’ pro- 


ion award flag carries with it the 
inks and congratulations of our armed 


es. 








JOHN A. VASSAR has been appoint- 


ec general service manager of the 
Westinghouse Electric Supply Com- 
pany, according to David M. Salsbury, 
vice-president and general manager. 
Vr. Vassar will be located in New 
) ork, 
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Justrite scored another “‘Bull’s Eye’’ for 
popular design when the New Justrite Handy- 
Safety Flashlight was introduced. Already it’s 
the leading number in Justrite’s outstanding 
line of safety approved, portable lights. Your 
Justrite line is today’s best buy in safety. 


The New Justrite Handy-Safety Flashlight 
Provides 1500 candlepower beam from 3 
standard D cells. Has all the famous Justrite 
Safety Features “‘sealed-in” a rugged plastic 
case that fits the palm of the hand, on belt clip, 
finger ring or will stand alone on a flat surface. 
Designed also to fit the pocket. This Model 
No. 17-S is approved for safety by Under- 
writers’ Laboratories, Inc., (Class 1,Group D) 
and by the Bureau of Mines for safe use in 
methane gas and air mixtures. 





Safety Approved Industrial Lanterns 





Inspector’s Safety Lan- 
tern Model No. 46-S. 
Large 7 inch reflector 
fastened around twin- 
bulb reflector and may 
be removed or re- 
placed easily. Large 
fixedhandlefor carrying 
over the arm also pro- 
vides two hand grips. 


All-Purpose Safety 
Lantern Model No. 
44-§. Twin-bulbs for de- 


Safety Headlight-Lantern Model No. 
32-§. Adjustable, moisture - proof 
headband. 4 regular flashlight cells } 
in battery case that fits the pocket. pendable service. Kick 
Easily focused for powerful spot beam out bulb socket and 
or floodlight. Available soon. spark proofed guards for 
: safety. Fixed guard pro- 
tects face .. . movable 


guard acts as base. 





Marine Type Safety Lantern 
Model No. 42-S. Approved 
for safety in pump rooms of 
tanker vessels. Twin-bulbs, 
kick-out bulb socket and 
sparkproofed guard. 


Trainman’s Lantern Model 
No. 40. Specially designed 
for railroading. Powerful 
spot beam for signaling a 
long drag, also gives light at 
the sides at the same time 





Model No. 42-S Model No. 40 











Write for specifications and prices. 


JUSTRITE MANUFACTURING COMPANY, 2063 N. Southport Ave., Dept. A-4, Chicago 14, Ill. 


PRAT Gine tt 
APPROVED SAFETY ELECTRIC LANTERNS 


SAFETY CANS - FILLING CANS 
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HALK up another newsmaking “‘first”’ for 

Proctor: the small appliance industry’s 

first ‘‘Dealer Clinic.”” We put on the confer- 

ence table the subject of postwar retailing 

problems, the problems faced by yourbusiness. 

From active dealers in the Philadelphia-Har- 

risburg area we got a lot of answers, answers 

drawn from their own experience. This 3-day 

Proctor Postwar Retailing Clinic was held in 

Hershey, Pa. It was a tremendous success, 

and received nation-wide acclaim from the 

trade press. We hope to sponsor other clinics 
in other areas. 


FREE eee A report on the first Proctor Dealer Clinic. 
Answers many of your questions about postwar retailing. 
We think it will prove a valuable aid to your postwar plan- 
ning. Send for your free copy. 








NEWSMAKER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, DIVISION OF PROCTOR & SCHWARTZ, INC., PHILA. 40, PA. 
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| Oakland Wholesaler — 


Makes Changes 


Plans for the new building of the St 
Electric Co., Oakland, Calif., are r 


held in abeyance until after the war, 








in the meantime the company has b 
able to take over the complete build 
adjoining its present one, formerly oc 
pied by Wesco, which has just mov 
This will add 5000 square feet to Sta 
present 15,000 square feet. Offices o1 
main floor have been moved over to 
addition and the office space so rele: 
is being readied up for appliance dis; 
later. 

Including some territory new to the 
known as the North Bay Counties, Stj4"™ 
thair' 
ric | 
on the South to Crescent city on § m 


is now operating from San Luis Obi 


North, complete service to be given war ¢ 
supplies, appliances and radio. Ar 
radios are now settled upon definite— 
major and table appliance lines to be 
nounced later. 

Their new Jaqua catalog of 624 pagX€( 
was ready for distribution April 15, waft } 
the innovation of having all the wi 
devices segregated in a special yellow s4 Foll 





tion for quick reference. The catalog aft ‘ 
lists a complete line of small motor af © 
appliance switches not often catalog#¢ct 
These are frequently called for and meow 
into considerable volume, but it has alwa® ™ 


been a time-consumer to furnish listi:p\- \ 
by use of manufacturers’ literature alot du 

One of the officials of the compa!‘ be 
\W 
y . 


sense we always seemed to be stymied| ™€ 


said: “Before we had the catalog, i1 


our sales work. Now we have one f°" 
find that it is of great value and don’t # be 


how we ever got along without it. T|"0¥ 
reaction on the part of the trade has af® ! 
been very gratifying.’’ oie 
Former Purchasing Agent Henry he 
3utler, Jr., is now in training at Car yb 
iT 


Roberts. His duties have been assum#*.' 
by one of the partners, Walter V. Etzkog'<> 


Four New Appointments}, 
In GE’s Transformer Di}ce 


Four new appointments in the Trai 
former Division of General Electri : 
Central Station Divisions have recen§ ' 
been announced by L. R. Brown, manag 





of the Transformer Division. 
H. M. Jalonack has been appointed ; Ih 


sistant to manager, Transformer Divis! 





and is succeeded as manager sales, D@g 
tribution Transformer Section, by ( 
3urke of Fort Wayne, Indiana, former 


assistant manager sales, Specialty Trai b 
former Section. D. F. Roloff has been af°“ 
pointed assistant manager sales, succec#®™ 
ing Mr. Burke, and E. V. Dillon, formdP 
ly assistant manager sales of regulat i 
has been appointed manager sales, Feed 
Voltage Regulator Section. pny 
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the St 
are 
> war, 
has | 
builc 


erly or 


ce dish LEAVE. Capt. Walter M. 
chwartz Jr., president of Proctor 
to th¢lectric Company, visits with his 


ither, left, and T. W. Allen, right, 
thairman of the board of Proctor Elec- 
ric Company. Capt. Schwartz spent 


ties, St 


is Obi 





y On §§ months in a German prisoner of 
given par camp. 

o. Ar 

definit 

to be 


:24 pagxecutive Changes 


- ° 

15, tt Robbins & Myers 

1? Wi 

low sffollowing notification by Vice-Presi- 
talog ; C. H. Clark that he will retire at 
10tor end of this fiscal year, the board of 
‘atalog@ectors of Robbins & Myers, Inc., has 
and ounced three executive changes, effec- 
as alw immediately 





h listi¢\. W. McGregor, who joined the R&M 
1919, 


been elected executive vice-president ; 


ire alowduction control department in 
compa! 
W. Smith, who started as an engineet 
tymied| the 1911, has been 
roan ected vice-president ; W. J. Helmer, who 
don’t ¢ 


log, it 
motor division in 


been selling R&M products since 1916, 


it. now general sales manager. Headquar 
has a¥s for all will be the Springfield, Ohio, 
ie office. 
Ienry |!hese promotions elevate men of long 
at 4 bins & Myers experience in three 
asst 1 business functions, engineering, 
Etzkogles and finance. Mr. McGregor has 
successively credit manager, con- 
ler, and vice-president since 1942. Mr. 
th, after rising to the position of chief 
ents gineer, has been motor sales manager 
r Dit e 1929. Mr. Helmer first served as 
. esman in the Cleveland branch, then as 
ce rt umager of the factory sales territory, 
pat since May, 1943, as assistant to the 
tei president in charge of sales. 
mat 
inted 
pivisiq bert Block Returns 
les, Dg Conduit Pi 
x onduit Fipe 
form Conduit Pipe Products Company, Co- 
» Tramgnbus, Ohio, announces that Albert 
been ck, representative in the states of Ohio, 
succ itucky and West Virginia, has received 
fort honorable discharge from the Army 
eulat i the United States and is again resum- 
Feed§% his active representation for the com- 
iny in the territory mentioned above. 
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VY BINDING 








Specyy Manarch Fuses 


Take a TWO-WAY LOOk 






metal 


Manarch Fuse 


to knife blade. 


Al THE 


the MONARCH 


BRIDGE 


Note how this Monarch 
construction prevents the fibre 
bar from coming in direct contact 
with the screw connecting renewal link 
This minimizes the charring 


of the fibre bar and positively prevents exces- 


sive overheating of knife blades. 
which 


parts 
protection. 


“Look No. 1” illustrates this construction 


Note also large 


dissipate heat. Result: depe ndable 


in a 


lighter-duty Monarch knife-blade fuse and 


Vida tnyvvoved 


JRENEWABLE 


| 
\ 


N 


Fuses 


I USE rvice 


MONARCH FUSE CO., 


118 E. FIRST ST., 


“Look No. 2” shows adaptation of this 
principle in a heavy-duty model. 





JAMESTOWN, N.Y. 
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SUPPORTING 





a Be. 
Sinica 








PROTECT... 
Production and 











costs against un- 
necessary blows 
from momentary 
harmless over- 


loads, 


PROTECT... 
Equipment and 
workmen against 
effects of case rup- 
tures and after- i 
blows. 


Stew screened vents not only preserve 
the blow-delaying function of the link by 
affording constant removal of heat under : 
load, but, by providing ready exit for blow 
pressures, allow sudden arc-quenching 
and turbulent drafts which prevent 


**smouldering’’ and after-blows. 





SOLD THROUGH LEADING DISTRIBUTORS is Bs 


PIERCE RENEWABLE FUSES INC. 


211-219 HERTEL AVENUE 
BUFFALO 7, NEW YORK 
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Copper Wire Available | 
To Contractors, Repairm¢ 


Methods by which electricians, elect 
cal contractors and certain types of rep 
shops may obtain copper wire were « 
lined by the War Production Board 1 
cently. 

The amounts of wire that may be p 
chased by electricians, electrical contra 
tors and repairmen doing work 
electrical appliances, refrigerators 
commercial refrigeration and radi 
explained in Controlled Materials | 
Regulation 9A. Where more wire 
needed in a calendar quarter for the kin 
of work permitted, WPB said, a repa 
man must fill out a CMP-4B applicati 
for the additional quantity needed. 

Repairmen doing work primarily of 4 
industrial nature, such as generator 
motor rewinders, may write to WPB 
Washington for special authorization 
purchase larger amounts of copper wig’ A 

Since only a limited amount of wig ™ 





may be purchased under CMP-9A, L 
electrician or electrical contractor is he 
vised to determine first if a business ti 
activity for which he is to do a maint ke 
natice or repair job is listed in the sche st 
ules of CMP-5 or 5A. If so, it may ry 
possible to use the customer’s maint 

nance, repair and operating supplies all 

ment symbol to purchase the wire needej “™ 


as described in paragraph (g-1) of C\ 4 
5 and (h)(2) of CMP-5A. 
Businesses or activities not listed in ¢ Ri 
schedules of those regulations, such A 
hotels, office buildings, restaurants a , 
laundries, may not use the MRO all A 
ment symbol. However, businesses 1 tive 
listed may file a WPB-541 applicatiff jus: 
with the nearest WPB field office for t§ Cor 
right to use that symbol. If granted, j sou 
procedures of paragraphs (g-1) son 
(h) (2) of CMP-5 and CMP-5A, respe@f Bir 
tively, will apply. wil 
Reports from the field, WPB said, indf stat 
cate that some confusion appears to exig and 
as to what constitutes maintenance a A 


repair. Wiring of new homes, building§ Ha 
and garages, and most wiring extens Rh 
or additions are classified as “construg ton 


tion’ and are not maintenance or rej 
work, and the wire necessary cannot 
obtained under CMP-9A. . 

In addition, such construction is go! Sy 
erned by WPB Order L-41. Certain d 0) 


lar limits are set by this order, bel 


which WPB approval is not necessary ! 
the job to be done. Where the constr tur 
tion job exceeds this dollar limit, an a™ ele 
thorization must be obtained. Usu pla 
that authorization assigns an _ allotr rec 


symbol to be used to obtain necessary wit tri 
L-41 sets forth the application that mi ; 
be filed and the place of filing. Ordina 


the person owning the building, not t® 1 
repairman, must file. O 

This information may be obtained f: la 
any WPB field office. ; 
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APPOINTED district commercial 
manager of Graybar, Seattle, John P. 
Lawton, above, succeeds J. H. Kelly 
who has retired. Mr. Lawton will 
have jurisdiction over commercial ac- 
tivities in Seattle, Tacoma, and Spo- 
kane, Wash., and Portland, Ore. He 
started with Graybar in 1923 at Chi- 
cago, went to Des Moines, lowa, in 
1940 as manager for Graybar. 
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Appoints Representatives 


two 
2: inch: and 
sirmingnam anc 


Appointment of new representa- 
3oston, has 
ist been announced by Russell & Stoll 
Company of New York City. The new 
southern representative is John E. Ander 
son, who opened his office recently at 
Birmingham, Alabama. Mr. Anderson 
will represent Russell & Stoll Co. in the 


states of Alabama, Louisiana, Mississippi 


and Tennessee. 


Appointed for the states of Maine, New 
Hampshire, Vermont, Massachusetts and 
Rhode Island is Donald H. Hatch of Bos- 
ton, Massachusetts. 


Sylvania Electric 
Opens New Plant 


Expansion of the company’s manufac- 
turing facilities for the production of 
electronic products will include a new 
plant at Marietta, Ohio, according to a 
ecent announcement by Sylvania Elec- 
ic Products, Inc. 

The new 22,000 square feet plant will 
: located in a five-story brick building 
cently leased from the Marietta Chair 

ympany. W. H. Lamb will serve as 
ant manager and Edward Lewis will 

» resident general manager. 
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@Long-life durability is a big ad- 
vantage of PORCELAIN Protected 
Wiring! Ic outperforms other wiring 
systems because the material used in 
this modern method of knob-and- 
tube wiring is not subject to deteri- 
oration by rust, corrosion, confining 


of heat, trapping of water, and similar 
hazards of age and weather. The non- 
metallic way is the time-proven way 
for safe, economical, durable wiring. 
Ask your friendly Electric Inspector 
about the safety features of knob-and- 
tube wiring. Write for wiring manual. 
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| 3 GE Sales Executives 
Promoted To New Posts 





Three sales executives at General Ele« 
tric’s Nela Park have been advanced t 
new posts as part of a reorganization pro 


gram affecting home office operation o 


YAY A the sell GE Lamp Department. Elevated to posi 
oon You oles | 


tions of greater responsibility are O. H 
Young, W. H. Robinson, Jr., and E. D 


The MORE YOU'LL SELL’ (ii 


THE NEW 


ROYAL-NOARK 
Von Fenewable FUStS 


ARE 5 WAYS BETTER 





O. H. Young 


Mr. Young, who has been sales man 


A NEW Be ager of all photolamp activities, will con 
e * * 7 ; : 


tinue in that capacity. In addition, how 
ever, he will assume new duties and re- 
sponsibilities assigned to him as part of 


activities. 





rite for your copy 
TODAY, and ask to have 
@ ROYAL man call! 














WIRE * CORD SETS * CARTRIDGE and fim W. H. Robinson, Jr. 
PLUG FUSES + FUSTATS * TROUBLE 
LIGHTS * CHRISTMAS LIGHTING SETS Mr. Robinson has been named _ sale 


ROYAL ELECTRIC Ce. Inc., PAWTUCKET, R. I. manager of electric discharge lamps. Hi 


has figured prominently in all recen 
fluorescent activities conducted by GI 
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j ip Department and will continue in 
5 Bhat work, In addition, he will be respon- 
Rible for similar work on all other elec 
‘lec- Hfric discharge lamps except the germicidal 
lt B | glow types. 
pro- ¥ 
1 oO 
051 
, a 
> 








E. D. Stryker 





Mr. Stryker has been named sales man- 














; of lighting equipment promotion. In 
his new responsibilities he will continue 
man- fhis activities with fixture manufacturers 
con- f&nd “take on such other duties and re- 
hOw- [Bponsibilities as may be assigned to him.” 
| re- & = , 
» BLO-FAN has the volume of a breeze fan 
rt ot @ * 
ision F plus the power of a blower. Installed in the 
Cutler-Hammer Organizes | ceiling — directly over the source of un- 
or: Post-War Period | wanted air —it is twice as effective as a 
1 ies eee caliies of hx bene tt side-wall fan of similar size across the room. 
mlirectors held recently the management 
Hrganization of Cutler-Hammer, Inc., was 
broadened by the election of the follow- NEARLY EVERY NEW HOME A PROSPECT 
rng officers ° ~ . . ° 
Qa ee Every modernization and new construction home 
F. Vogt, chairman of the executive job, moderately or high priced, is a prospect for 
rommittee ; G. S. Crane, president; H. F. = 7 . ° 
Vogt, vice-president and treasurer; J. C. Blo-Fans ... Not for one, but several — in kitchen, 
\\ lso ice- *S] < z secrets 4 : 
op hest agarnttet a: A bathroom, game-room and laundry. It will pay you 
I 110 y atl One ere elected: 
. B. Harwood, vice-president in charge to inquire today regarding availability of the Blo- 
pi engineering; P. S. Jones, vice-president . ° . . 
Sete a tens Sls teen, view Fan line in your territory. 
ident in charge of manufacturing; 
W. Seeger, vice-president in charge of 
‘lopment and assistant secretary; M. R. p a Y N ‘7 & ¢ Oo a } N C ‘ 
renno, assistant treasurer ; J. C. Springer, : 
kissistant secretary. 1245 E. 33rd STREET : LOS ANGELES 
BRANCHES (TO BE RE-ESTABLISHED AFTER THE WAR) 
— — -— SAN FRANCISCO * SEATTLE * CHICAGO * NEW YORK 
The Electrical Nickel | 
| 
sale . nickel’s worth of electricity will milk | at 4% e ~ H 
He —0 cows, run a sewing machine for 30 baton MEANS Co- BIL 
ecen rs, shell 20 bushels of corn, grind 100 
GE [ponds of grain. 
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| 9 Bright Star Bat- 


air—the 
tery 
wre sed opens plant for / 
nufacture of batteries and 
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you can prevent 6 , 
” For suitably flashlights 
yvide properly ‘ if oe 
n overt wide J # } 


their toes, ag we “¢, 
cS x 
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rate, are 4 


cost next to 
breeze tO service. 
1945 Br 
1 , 
ehe Star line 


If you're fortunate enough to have 
some of these R & M energy-saver® it 
would be well to have them checked, : ready to vo. Rel 
and , civili : rare trae 
rs an use are handsome sor 
ashlighte cme ne new 
ases, improved 


cleaned, = 
oiled before the e a> 
mercury gets up f \ 
out of sight. . @ Ne batteries. 





In the factory, tO 


aN 





if you need a fan © , we'll be \\ 
glad to send you complete tion about \ 
R&™M Fans 2 WPB permits us 
facture the han essential ine 
. R&M also manufactures electric motors, 
nes- 


MYERS . INC. SPRINGFIELD, OHIO 


utd., Brantford, Ontarie 


to manu: 


justrial 
Available only for 


use 
essential industriol use 


pum 


ROBBINS & 


Robbins © Myer 


ps hoists, and cra 


in Canode: s Co. of Canada, 


HOT 
TIP This hot-off-the-press Robbins & 


Myers 
yers ad avoids ‘ 
cntens ts s promoting ill will 
sail - 
on Rae A making it clear that a fan 
° ans , ’ 
trial iin for other than essential indu 
ion. It indus- 
about the f. makes no 
act : bon H 
that we, and you, would lik oe 
ike to get 


a line now 
on the non-i H 
needs can be served res eo folks whose BRIGHT 
gives the go-ahe oe 
ik Y COMPANY, 
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CHARLES L. HOBBS has been ap- 
pointed assistant sales manager of 
Faraday Electric Corp. For the past 
year and a half Mr. Hobbs has acted 
in the capacity of Chicago branch 
manager. Previous to his association 
with Faraday he was vice-president of 
R. Cooper, Jr., Inc., appliance distrib- 
utors, also of Chicago, where he spent 
13 years. 





Canadian Manufacturers 


Elect A. B. Cooper 


Ashton B. Cooper, who was recently 
elected president of the Canadian Elec- 
trical Manufacturers Association, is presi- 
dent and general manager of Ferranti 
Electric Limited, Mount Dennis, Ont. 

Mr. Cooper’s early connections were 
with the General Electric Co., Westing- 
house Electric Corp. and with the Rio de 
Janeiro Light & Power Co. In 1913 he 
became transformer sales engineer for 
Canadian G. E. Co. in Toronto, relin- 
quishing that position in 1922, when he 
was appointed general manager of Fer- 
ranti Electric. 

Mr. Cooper is a fellow of the Ameri- 
can Institute of Electrical Engineers, is 
active in the Canadian Manufacturers’ 
Association and is a member of the Engi- 
neering Institute of Canada. 


New GE Plant To Be 
Built at Tiffin, Ohio 


To meet the anticipated post-war in- 
crease in small motors for electrical ap- 
pliances and in ballasts for fluorescent 
lamps, General Electric has announced it 
has selected a site at Tiffin, Ohio, and is 
1 the process of selecting another site for 

new manufacturing plant, both to be 
perated under the management of the 

ympany’s Fort Wayne works. 

In making this announcement M. E. 
ord, manager of the local plant, said 
uildings will be designed, equipment or- 
ered and construction started as quickly 








Standards of Manufacture 


ITTENHOUSE has always subscribed to the belief 


that true product worth has its inception in the 
manufacturing integrity and skill of those who produce it. 


>» Upon the foundation of skilled craftsmanship, quality 
materials and continually improved production methods, 
Rittenhouse has attained a standard of manufacturing lead- 
ership that has won and held national recognition for years. 


> Built into every Rittenhouse Electric Door Chime is the 
ingenuity and “know-how” acquired since 1903, when 
Rittenhouse first began the manufacture of electrical equip- 
ment. During the ensuing years it has been Rittenhouse 
policy to maintain product control from the raw material 
right through to the finished appliance. This time-tested 
policy continues today. Virtually the entire chime is made in 
the Rittenhouse plant, by Rittenhouse craftsmen; each stage 
of the manufacturing process under expert supervision. 


> These and many other noteworthy factors of leadership will 
be reflected in the Rittenhouse Chimes of Tomorrow—chimes 
that will meet every challenge of peacetime performance. 


htittenhouse 


C ; C C7 /. 
Cfonecrrows ee Loon Chimes 





Ss it is possible to do so. THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, N. Y. 
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Handy 


in your 


Warehouse 


Seller, Too! 
@ Here’s a brand new, easy, an 


quick way to handle heavy Se “ 
reels efficiently. Requires no 3 ’ oa 
jacks or other cumbersome 
methods — merely roll the reel 
up the low incline into position 





Ls) 


on the rollers. Convenient — 
sturdy — light weight —built to — 
carry loads in excess of that nor- This simple, positive lock on 


the front roller insures easy 


mally required for maximum loading and unloading of ree} 


without the use of jacks or 
ether troublesome methods 


reel sizes. 
2 BallBearing Rollers 


OUR DISTRIBUTOR TERMS 


hex ends lock in the slots in 

the channels and insure the 
W { L L I N T E R E MQ T y oO U reel rolling on the ball-bear- 

ing rollers smoothly and wit! 





Style A—weight 50 lbs.—Reel width 28 Style B—weight 110 lbs.—Reel width 
inches—capacity 2,000 lbs. 48 inches—capacity 4,000 Ibs. 


Prices on request. Write for full descriptive bulletin. 


ROLL-A-REEL 


327 WEST FOURTH STREET, CINCINNATI 2, OHIO 
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Westinghouse To Buy 
Ken-Rad Lamp Plant 


Stockholders of the Ken-Rad Tube 4 
Lamp Corp., Owensboro, Ky., voted last 
month to sell their incandescent lam 
manufacturing plant to Westinghous: 
Pittsburgh, for 35,130 shares of Westing 
house stock with a present market valu 
of about $1,200,000. They voted also fi: 
liquidation and dissolution of Ken-Rad 
soon as the deal with Westinghouse 
completed. 

Ken-Rad sold its radio tube manufa 


turing facilities recently to the General 


Electric Company 


Vaculator Sets ‘‘Firsts”’ 
In Houseware Ad 


Vaculator coffee makers, a product < 
the Hill-Shaw Company, Chicago, are be 
lieved to have set a series of advertisins 
“firsts” with publication of its first half 
page ad in the Chicago market. 

Breaking in the Chicago “Daily News 


Wednesday, June 6, this ad is claimed to 


be the largest ever to appear in a news 
paper on a single housewares item an 
the biggest to appear on a glass coffe 
maker. 


INCANDESCENT FLUORESCENT 
LAMPS LAMPS 


He ae 
‘4 
“(] 
> a 
=> 


PLUG FUSES 


CARTRIDGE FLASHLIGHT. 
FUSES BATTERIES 


Quctation on request 
SOLAR ELECTRIC 
CORPORATION 


WARREN, PENNSYLVANIA 
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O. BERT HUBENTHAL is the new 
supply sales manager for GE Supply Does 
at Seattle, Wash. He has been with 
GE Supply and its predecessors for 17 
ict « years at Spokane, Portland and Seattle. 
© be 
tisins | 
half | + 
lews eel 1 Safely removes 
ed o |Ilg Ventilating Opens blown fuses 
oe New Sales Offices Quickly locates 
coffe: As part of the company’s plans for dead circuits 
ost-war expansion, the Ilg Electric Ven- 











Replaces old-fash- 
ioned test lamps 


lating Company, Chicago, has opened 
ew branch offices in Grand Rapids, Mich., 
and Knoxville, Tenn., and appointed new 














Msales managers in Dallas, Tex., and Phil- Indispensable 
adelphia. This brings the total number 
of Ilg branch offices to 40. In Homes 
The newly-appointed sales engineer at Factories 
Dallas is Marvin Gardner, formerly head Hotels 
f the ventilating department of the In- 
galls Shipbuilding Corporation, Pasca- War Plants 
goula, Miss. George A. Innes will be the | Hospitals 
sales engineer at Philadelphia, working | 
under C. Warner Smith, manager of the B Y 
Philadelphia office. Mr. Innes has worked | U S E D 
with both the Celotex Corporation and | 
with the Barrett Division of Allied Chem- Engineers 
il and Dye Corp. Electricians 
The Ilg office at Knoxville will be un- Maintenance Men 
der the direction of Roy H. Mackay, for Home-Owners 
as our years SS ¢ “4 - e 
oF A a at tnhaain 1. “4 Saves Time, Prevents Shock or Injury, Eliminates Guesswork 
Pulte will manage the new office at Grand 





Made of a Transparent Plastic | Thousands of electricians find 


having in one of the legs a small this tool handier than Test Lamps. 
lamp in series with a resistance 


Rapids. He is a veteran of World War | 
ll, and before that had ten years experi- 


nee in the heating and ventilating field. | caulk sien tens ene on teak: 100 te Requires the use only — 
250 volts circuit. It will pull fuses hand to quickly and accurately 
ircuits. 
It’s Video for Television from 10 to 100 Amperes. we ¢ ei 
lelevision is called video transmission | Retails at $2.75 each, $1.50 additional for Leads. 
listinguish it from the transmission of | The Star Fuse Puller and Circuit Tester has been advertised in more 
nd (audio). than 70 leading publications throughout the United States. 


Mr. Jobber: Don’t wait for our salesman. He has gone to war. 
WRITE TODAY for Quantity Prices—or MAIL your ORDER NOW 


Exit Traffic Cop—Maybe 


nn. Cantons say Sp Oe STAR FUSE Co. 168 Centre St., New York 13,N.Y. 


fic cop. The dash radio would relay | 
signals to the motorist. | 
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America’s Only Soldering Iron 
WITH BUILT-IN 
THERMOSTAT 


225 WATTS POWER in a Mere 14 ozs. 

















Yi f/ 


THERMOSTATIC SOLDERING IRON 


A Division of 


Sound Equipment Corp. of Calif.e 3903 San Fernando Rd., Clendale 4, Calif 


7 
—— 

















HOT IN 90 SECONDS 


Ready for use 90 seconds after plugging inl 
The Kwikheat Soldering !ron cannot over- 
heat... adds to life of tips .. . requires less 
retinning time, because Kwikheat's built-in 





patented thermostat maintains proper, even 
heat for most efficient, economical operation. 
Powerful—225 watts—yet light weight (14 
ozs.). Well balanced with cool, protecting 
handle. Six interchangeable tip designs adapt 
the Kwikheat Iron to most any soldering job. 
Iron with choice of #0, 1, 2 of 3 tip, $11.00 


6 Interchangeable tip 
4 styles are available, 





SO <A RSI MeN oe 


ee ed 


6 TIP STYLES—QUICK-HEATING ELEMENT — BUILT IN THERMOSTAT — WELL-BALANCED— LIGHT-WEIGHT — COOL, PROTECTING HANDLE 





Buonxe Terminal blocks 
provide for the central- 
ized connection of nu- 
merous wires at one 
point of control. Sizes 
are available to handle 
2, 4, 6, 8, 10 and 12 
wires in one block. 










CONNECT 2 4% 12 WIRES 


sagen ee ee 


r 2) 


SERIES 2000 is the heaviest design in 
the Burke Line—has heavy barriers 
and specially formed slot openings to 
secure free wire ends without the use 
of lugs—handles the small wires or 
stranded cable. 


Write for New Booklet. 
1057 West 12th St. 


AC AND DC MOTORS AND GENERATORS 


BURKE Yexminal BLOCKS 


BURKE ELECTRIC COMPANY °« ERIE, PENNSYLVANIA 
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New Headquarters For 
Westinghouse Oakland 


In a move which company officials said 
demonstrates confidence in the business 
and industrial future of the entire East 
Bay region, the Westinghouse Electric 
Supply Co. has just opened new branch 
headquarters at 711 East 8th St., Oakland, 
Calif. 

The new quarters comprise more than 
2300 sq. ft. of usable space, approximate GUES 
ly quadrupling the area occupied by th: ing tl 


company for many years at 247 Tent! —— 
St., Henry N. Muller, branch manager, a E 
reported. Facilities to serve industries [house 
and businesses in the area have been aug owner 
mented materially. wm 

Mr. Muller and members of his ex- pet 


ecutive and sales staffs entertained at an |inghou 
open house in the new headquarters in the [and C 
evening. Co-hosts were Charles R. Mat nae 
thews of San Francisco, northern Cali- 
fornia district manager for the supply 
company, and Ralph H. Colborn, Oakland 
branch apparatus and supply manager ‘pe 
Guests were leading East Bay business 
men, industrialists, city and county off 
cials, and executives of the Oakland 
Chamber of Commerce ¢ 
“Although spurred by the increasing f 
tempo of the war with Japan and the ee 





need of East Bay industries for war-vital ny s ¢ 
strial 
Enlar 
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WIRE COMPANY, wc. 


15 Park Row, 
New York City 







































LOOK'! cxccusive 


SALES 
PUNCHES! 


That custom-built, powder-packed time- 
lag renewal element makes TRICO RE- 
NEWABLE FUSES "“different'—in per- 


formance and length of service. 


The fusible link is surrounded by a scien- 
tifically prepared arc-choking, time-lag 
powder—all built into a sturdy and con- 
venient self-contained renewal element. 


) GUESTS at the open house celebrat- 
$ ing the opening of WESCO’S new 
branch headquarters in Oakland, Calif., 
are, left to right: Frank E. Bodine, 
San Francisco manager for Westing- 
es [house Electric Corp.; C. D. Bronson, 
y owner of the California Electric Com- 
pany, Oakland, a Westinghouse indus- 
trial agent; Burrell §. Manuel of Los 
ingeles, vice-president of the West- 
in jtinghouse Electric Supply Company; 
he and Clyde H. Wood, manager of the 
{gency and Specialties Department, 


Pacific Coast District, Westinghouse. @ It confines the heat, flame and molten 

li- _+ metal to the renewal element—protecting 
—= \ permanent parts of the fuse from damage. 

ly . No scraping—no cleaning when renewal ele- 


must be replaced. 


The powder-packing has four distinct and 

important functions—four exclusive sales 

punches you should get across to your 
customers... 

@ It protects the fusible link against damage. 
No twisting or bending—no kinks or frac- 
tures to reduce carrying capacity. 

@ It supports the fusible link. No sagging, 
stretching, or thi nning out to reduce carry- 
ing capacity and cause premature blowings. 




















Tr @ it has time-lag effect by keeping the 
! on. ak e ' 
NEW ELIA rr ooe Date ccc tmen eat rele 
7 AIR GUNS link PLUS the time-lag powder. 
‘ - — eo, maaan, = Only TRICO has these four exclusive fea- 
: cn WS WES COM, CONWENNS OSS Gmer tures—to give "three times the service’! 
ectrical apparatus and supplies,” Mr. electrical apparatus. Streamlined to g 
noe (Muller said, “enlargement of our Oakland hose—"finger-tip" control—no buttons 
he ilities demonstrates again the com- —no — EO perdi ae) thy 3 MFG. CO. 
1a] (any’s confidence in the business and in tite tor Sunetia No. MILWAUKEE WISCONSIN 

















ustrial future of this area.” 
Enlargement of the supply company’s ——__— $$ ____—__—— . — . —________ 
cilities and services follows by only a 
w months completion of an extensive 
spansion program which increased repair 
pacity five-fold and more than doubled 
anufacturing capacity at the Westing- 
use Manufacturing and Repair Divi- 
on’s plant at nearby Emeryville, Mr 


uller pointed out. The Emeryville pro ry ee er 
am was part of a Pacific Coast-wide ex- aiebee 
nsion plan which the division com- " 3 ts nat 


feted recently. It involved a total ex- 
enditure of more than $1,000,000 in 












on Selling 


oi NG ms eit 


outh' 
. 25 >_ Germ-Killing 

eles, Seattle and Portland. ~ \ 
ee 

NO PRIORITY NEEDED! QUICK SHIPMENTS! 


ALCO INFRA-RED RAY LAM PS a Germ-Killing Lights provide © We have pioneered in designing 
(Carbon Filament) 





ae 


lants and facilities at Oakland, Los An 



















you with one of the best profit- | and building Germ-Killing Lights, 
building opportunities inthe whole — and our experienced engineering 
industry! Every school, office, res- —_ service is bound to help make sell- 
taurant, and public building—as _ ing easier for you. 


well as dairy, horse and poultry 
farms, food proces- Write today for detailed Bulletins 


sors, meat markets, on GUTH Germ-Killing Lights. They 














for Radiant Energy, Baking and Drying 


Ou can sell Nalco Dritherm Lamps for efficient re- 

. . &vailable in Inside Silvered (self-reflecting 
clear glass types. 

earn all of the sales advantages in featuring the | 
co Carbon Filament a for the Infra-Red process 

Write Ser your free copy of “Drying Problems Made | 
sy" today. 


orth American Electric Lamp Co. 


B4 Tyler Street St. Louls 6, Missouri / 


etc., are all potential © are packed with real, usable in- 





buyers. formation to help you sell. 


GUTH GERM-KILLING LIGHTS 
Work More ~rwewnad than a Surgeon's Mask 
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The BIG BEAM story is so simple you can tell it 
in a headline — but you never - get to the end 
of BIG BEAM'’S possibilities both as an item to 
use and for you to sell — practically everywhere. 

And when it is extensively advertised in a list 
of publications including National Safety News, 
American City, Nation’s Business, Farm Journal, 
Hardware Age, as well as electrical, aviation and 
railway publications, it is further evidence that 
BIG BEAM will be a valuable profit-building 
item in your line. Get acquainted with BIG 
BEAM Now! 





FOR INDUSTRY —FARMS 
MUNICIPALITIES 
RAILROADS —BOATS 
TRUCKS 





U - S - LITE M FG a C0 - Dept. G., 11 E. Hubbard St., Chicago, Ill. 


INSTANT ATTENTION! 
with B ELL’ : ae 


Voice-Paging Equipment 


WIDELY ACCEPTED..... 
MORE PROFITS. . 
GREATER SALES FOR You 


Compact, “matched-unit” construction, ultra-clear tone 
transmission and attractive price, gain instant approval 
and acceptance for BELL Voice-Paging Equipment. Ap- 
proval, too, by installation and maintenance men because 
of trouble-free operation and ease of servicing. BELL 
Voice-Paging Equipment 
combines the advantages 
of vocal paging with j 
speedier plant-wide de- sf 
livery of news, instruc- 
tions and special mes- 
sages—interspersed with 
production-speeding mus- 
ical recordings, if desired. 
Carefully engineered 
units combine into a com- 
pact streamlined system 
to fit any need, and the 
units may be rearranged 
or matching units added 
should needs change. 


BELL SOUND SYSTEMS, TH 


Ciba 3, Ohio 
Cleveland 3, Ohio 






























1197 Essex Ave., 


Export Office: 4900 Euclid Ave., 


108 





Motor Equipment Men 
Elect New Officers 


The Board of Directors of the Mot 


and Equipment Wholesalers Associ: 


held their annual meeting in May at tl 


Stevens Hotel, Chicago. The annual ele 
tion of officers for the new year was 
and also newly elected directors to 


ceed retiring Board members were 
nounced. 


Walter T. Mills, 


Missouri, vice president of 


Auto Parts Com 
St. Louis, 
Association for the 
William P. Butt, Chesapeake Auto S 
ply Company, Norfolk, 
Franklin P. Gaul, 

Philadelphia, 
Mills 
As secretary, 
L_td., 


past year, succe 
Virginia, 
president. Derr 
Shearer Company, 
vania, succeeded Mr. 
dent for 1945 

and 


Pen: 


Herbert Gil 


of Gillis Warren, Winnips 
Canada, succeeded Rue B. 
hard Brothers 
Minnesota, 


and Lyon Company, 


Company, Minneapol 
and Tom A. Walsh, 


fornia, succeeded Mr. Gaul 


Split-Second Photography 
An electronic photolight permits | 
tography of motions up to 2,700 feet | 
second. 


as V ice p! es 


Norcross, Reis 


Chansk 
San Francisco, Calf’ 
as treasurer} 











EXPERIENCED 
MANUFACTURERS’ 
REPRESENTATIVE 


Handling Electrical Appli- 
ances, Devices and Supplies, 
Re-opening business tempor- 
arily suspended while in serv- 


Ex- 


cellent contacts throughout 


ice with the Air Corps. 


Texas, Louisiana and Okla- 
homa. 
nated Electrical Lines to work 


Would like co-ordi- 


in with those already estab- 
lished. 


* 


Major WALTER J. HUEMMER 
DALLAS TRANSFER & TERMINAL 
WAREHOUSE BUILDING 
DALLAS, TEXAS 
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}OPA Sets Limit 
On Repair Charges 


specific limits have been set on the 


irs Of labor automobile repair estab- 
for in computing 
es for 56 common passenger car repair 
s, the Office of Administr: 
ounced last month. 

his action, effective June 14, 


lishments may charge 


Price ation 
1945, is 
en to check a practice in some repair 
ps of charging customers for more 
irs of labor than were actually required 
do the particular repair job. 
\ 30-day period is provided before the 
provisions become effective so that 
ps may become acquainted with the re- 
rements. 

Distribution of copies of a special OPA 
_fsupplementary giving ceiling charges for 
R .Ethe 56 repair jobs will be made through 
edd . al War 

,LEach shop must have a copy of the new 


Price and Rationing Boards. 


regulation on hand for inspection by cus- 
tomers by request. 
\uto users will be able to get copies of 
regulation from repair shops or from 
PA War Price and Rationing Boards as 
ell as from all other OPA offices, if they 
ty wish a copy of the regulation itself to 


5 heck what time may be charged for on 








Jlaca 


ELECTRICAL 
CONNECTORS 





WHAT WE SAVE IN WEIGHT 
YOU SAVE IN COSTS 





pli- 

es Most value per dollar most 
service and satisfaction. Figure it 

por- 


out ... you're way ahead because 
erv- H ILSCO PRODUCTS are 











Ex- 12% cooler 

oul 50% lighter 

kla- 75% lower price 

rdi- 99% pure electrolytic copper 
_" 100% conductivity. 

tab- 

MER 

AL Write for 32-page illustrated catalog. 











COPPER TUBE 
& PRODUCTS, Inc. 


NCINNATI OHIO 





ESCO! 





ly 194 


| 
| 
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FAMOUS FAST-SELLING “zs 


“INSECT REPELLENT” LAMPS. 
Again Ready for SUMMER MARKET! 


@ A product with proved de- 
mand—millions of these orig- 
inal “Insect Repellent’ Lamps 
were sold prior to “Pearl Har- 
bor’. Get your share this year. 
Two sizes, 60 and 100 watts, 
now being made again. Cuts 
night flying insect attraction up 





VERD-A-RAY CORP. TOLEDO 5, O. 


to 92%. For porches, gardens, 
amusement parks -~ wherever 
people spend summer eve- 
nings out-of-doors. 


EYE CATCHING DISPLAY 
PROMOTES FAST TURNOVER 
. .» QUICK, EASY PROFIT! 











~Y for 
production schedules 


Rugged construction, low power consumption, and the application of 
“Balanced Heat” principle of construction, actually increases soldering 
Costly tip replacements and element burn- 
outs are minimized because hexagon-shaped barrels dissipate 20% 
more excess heat when irons are used intermittently. 

Literature describing the complete HEXACON line of screw tip and 
plug tip irons—from 40 to 700 watts, and with tip diameters ranging 
from 4” to 134”—will be sent on request. 


HEXACON ELECTRIC CO. 


146 WEST CLAY AVENUE 


efficiency substantially. 


















S| TYPE P-150 
the 24 hour-a-day 





ROSELLE PARK, NEW JERSEY 





HEXACON 















FIXTURE 
—) HANGER 








’ . 
W 
&Y> Patent No 
™) D-141,024 
SS Other patents 
ing 


T. M's. Reg 
U.S. Pat. Of 


ON INDUSTRIAL FIXTURES 


Easy and simple to install. Simply make 





wiring connections—screw the hanger to 
the outlet box—then hang the fixture. No 
toggle bolts or other fastening arrange- 


ments necessary....Self grounding — $ 50 


2-wire cord and plug may be used. Fits 





on standard 4-in. or 3%-in. outlet box or 


plaster ring. 






Complete with two 5-ft 
chains, cord clips 
hooks and recepta 

I RITERS AI \ 


DAY-BRITE LIGHTING, Inc. 
5402 BULWER AVENUE + ST. LOUIS 7, MISSOURI 


Nationally distributed through leading electrical supply houses 


when you suggest 


DRAKE 


You can count on complete customer satisfac- 
rion from DRAKE Soldering Irons. Backed by 


SOLDERING 
nerieee DRAKE Selden toe ne, RO 


. f li : a 
tinchy preferred by faseproducing Amescan MOU) 2016S 
industry. 


Drake Has An 


lron for Every Purpose 


Write for Illustrated Literature 
on the Drake Soldering Line 


DRAKE ELECTRIC WORKS, INC. 


3656 LINCOLN AVE - CHICAGO 13, ILL. 
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| the 56 listed passenger-car repair jobs. 
Alongside the 56 standard repair jo! 
| listed in the new regulation are the ti 
| limits allowed to complete the work on dif- 
| ferent year models of 16 well know: 
makes of passenger cars. The time alloy 
ances, substantially, are those establis! 
as adequate by the car manufacturers an 
they are set forth in manufacturers’ fia 
rate manuals or labor schedules that we: 
in use in March 1942. The allowan 
represent what the industry has general); 
accepted as the labor time required 
complete the repairs 
The repair jobs covered range all th 





way from a minor brake adjustment 
the complicated job of installing the crank 
shaft and bearings. 

OPA said that while most repair shop 


have traditionally used fixed limits of timeg: 
in charging for standard repair jobs, orfde1 


have charged on the basis of time used 
on individual jobs, there has been a grow- 
ing tendency in some shops to charge for 





: 
r 
more time than was actually used. q 
i 


| All shops are required to supply sales 
| slips or receipts to customers for any 
the 56 listed operations regardless 
whether or not requested by the custome: 
The slip or receipt must describe briefly 
the service, cite its number in today’s new 
| regulations, the shop’s hourly rate, theB 
number of hours charged for, the prices : 


HOW TO "SPOT" 
| an ALERT JOBBER 


The familiar orange-and-blue package and 
the “Allen Spot’ are sure signs of the alert 
jobber. 

SPECIAL SOLDERS & FLUXES for all sold- 
ering requirements mean a complete line— 
one for every customer. 

“Underwriter's Approved'’§ fluxes; also 
products meeting army- 
navy, air corps specs. 











L. B. ALLEN Co., Inc. 
6719 Bryn Mawr Ave., 
CHICAGO 














MANUFACTURERS 


| Are you interested in having your lines estab- 
lished in Southern California for present and 
post-war business? After 15 years’ experience 
in metropolitan New York as a salesman for a 
manufacturers’ agent, I am establishing a man- 
ufacturers’ agency to serve Southern California. 
Experienced in selling electrical supply whole 
salers, manufacturers, and contractors. A num 
| ber of eastern manufacturers know my scales 
| record and can be given as references. Corre- 
| spondence invited. 


JOSEPH A. KLINE. 
10632 Ohio Avenue, 
| Los Angeles (24), California 
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ged for parts and materials, and the 









b] charge. 
Ss. ° ° . 
ic mobile repair services not among 
fj 56 listed today continue to be priced 
ad nally under the services regulation. WW 
s ecifi jeve < oO s slips 
te ecl ied, however, that n sales slip W hy S hou | d | R ] 
How ipts to be provided if the customer e ° . 
“| uests them there must be incorporated Satisfied with Less 
- lescription of the service, the number ° a 
, ,. ghours and hourly rate if this method is Than D . 
| "Bd, and the nz f the manual, sched- 
SS ee ery Ask yours this one: to “Why shoul 
RRCOEs Wrlnia:  aaliniel te mand. tb eemet be lose out on profitable business because | can- 
era ove lr ‘Anctesetiar 8 cuchumnaie. dn not meet every inter-communication require- 
ed tok oy ment?" 
— No reason why you SHOULD be satisfied . . . 
nt wopnstruction Controls ms you SHOULD miss fire on sales. BECAUSE 
-A-Phone, the World's Most Advanced and 


rain Order L-41 Relaxed 


Complete Line of Inter-communication, “Has 











shopsPhe first stop in relaxation of control | Everything" specialized engineering skill CAN 
i timer construction activities, effected by | provide in convenience, flexibility, efficiency 
»s, orfler L-41 as amended, was announced and carefree operation. AND there's a unit 
usedy 28 by the War Production Board. for  yragtree a an no ieee how 
rrow-fhief changes made by the amended or- oy Senatiale alee — 
e for are the raising of the annual dollar sales rights protected by a rigid job- 

limits on various types of construc- ber policy. Good deliveries now. 
sales that may be undertaken without on aoe een, eet 
ny of PB authorization, and expansion of thing.” Address Dept. !A. ‘ 
s offer exemptions from the provisions of 


omer rder. These exemptions permit cer- 
rieflygh types of construction jobs without | - - Wits 0 
s new# 6 authorization and without regard to 5 ° 


Sus annual cost limits. One of the most 1 S51 2 Soc. Pul ask : Pp d. res hi cago 2 3 " 111. 











( Go to town with 


| BIRDSEYE | 
p || INFRA-RED | 


= irdseye offers a full line of Infra Red 
lert amps with new and exclusive features 
or longer life and increased efficiency. 
old- he industrial demand for better Infra-Red 








































eo amps is tremendous. Cash in with Birds 
2yes. Write today for details, prices, 
also liscounts. Wabash Appliance Corporation, 
345 Carroll St., Brooklyn 31, N. Y. 
E-M-T-UP THE QUICK WAY 
a 
Cross section Show- F 
A ° * 
in wiension. 1 Two Squeezes and its Set 
estab- ? : 
& and TWO QUICK SQUEEZES give you Finer, 
wt - Faster Conduit Connections. B-M Fittings DISTRIBUTED BY 
ae do away with the twisting, turning an ge ine 
1 for a tightening of nuts and save you valuable ao og gg Ut 
3 man- time and materials. Then too, they are Clifton Conduit Co., Jersey Cy., N. J. 
. stronger, neater and much easier to work Gen, Electric Co., Bridgeport, Conn. 
serate. with in tight places. Start using B-M They A agg =o coe gg Mont 
whole Fittings today. Have more satisfied cus- National Enameling & Mfg. Co., 
L num tomers—more profits from each job! mies _ , Pittsburgh, Pa. 
’ gales AN (All B-M i _— the ee eee Oe Pan J. 
Corre snelra4 YTHING eal of Approva 
LECTRICAL ee 
rauetar4 . on 6 OF Prompt Deliveries on Properly Rated Orders 
REGULARLY ( 
* Galva, Ill 
sia fe TORK CLOCK CO., Inc. 4// BRIEGEL METHOD TOOL CO. ° Galva, Ill. 
MOUNT VERNON, NEW YORK 
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GENERAL PURPOSE 


Plugs and 
receptacles 


4-Gang 
Receptacle 





Single 
Receptacle 
2-Gang 
Receptacle 





> ce 


Fusible Plug Fuseless Plug 


General purpose plugs and 
receptacles with round prong 
contacts are ideal for portable 
equipment wiring—available in 
2, 3, 4, and 5 pole types, 30 amp. 
125 volts DC, 250 volts AC. 

Fuseless plugs and receptacles 
are also available in 60, 100 and 
200 amp. ratings up to 600 volts, 
for disconnect service. 


Consult your Pylet catalog for 


complete listings. 


THE PYLE-NATIONAL COMPANY 


1352 N. Kostner Avenue, Chicago 51, Illinois 











important of the new exemptions is pre- 
liminary earth-moving operations if no 
lumber or other construction materials ex- 
cept drainage pipe are required. 

Chief provisions of the amended order 
are: 

Construction work on certain types of 
buildings is permitted without WPB au- 
total cost of 


year 18 


thorization if the work on 


a unit in one not greater than 


amounts specilied. Categories are some- 
what different from those formerly estab- 
cost ceilings have been raised 
the 


buildings 


lished and 


to approximately five times former 


amounts. Types of and cost 


limits follow 

1—One-family house, including a farm- 
house, $1,000; two-story family house, 
$2,000; three-family house, $3,000; four- 
$4,000 ; 


house, $5,000. These limits apply to repair 


family house, and _five-family 
and maintenance work as well as to alter- 
Cost limit 


for a house up to and including a five- 


ations and new construction. 


family house was formerly $200. 
2—Farm_ construction, 
farmhouses, $1,000. 


limit 


exclusive of 
Formerly the $1,000 
included the farmhouse, for which 
not more than $200 could be spent. 
3—An irrigation 


serving more than one farm, $1,000. 


or drainage system 
The 


exemption is the same as in the former 


order. 


ANCHORS 


THAT HOLD 
DEPENDABLY 


CHICAGO 


SINGLE MACHINE BOLT 


SHIELDS 


This is the machine bolt anchor to use 
wherever it is not handy to work with a 
setting tool. Two-side expansion and 
powerful wedge action hold work se- 
curely. Available in all standard sizes 


from !/4" to 4". 
IMMEDIATE DELIVERIES 


CHICAGO EXPANSION 
BOLT COMPANY 


e Chicago 12, Ul 


2229 W. Ogden Ave 
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HI-LAG. 


Keep Motors Humming: 








== 





I 


Window 
Signs . 
Billbear 
Lightin, 
Metors . 
Time L 
Systems 
Systems 
ing Eq 
Ventilat 
Se x 
Equipm 
Compre: 
Chargin 
Lightin 
Mas... 
Chemiet 

Yar 


KNIFE-BLADE ASSEMBLY 
For Low Contact Resistance 
Non-Heating Wide Surface Areas 
And Quick Link Renewal 

















’ H 
veyors 


100% Qualit 
APPROVED BY UNDERWRITERS 


WARE BROTHERS 


4420 W. Lake St. Chicago 24, | 


and Pls 
Equlpm 
Valves 


V 
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dence for six or more families, $5,000 
( » cost limit was formerly $1,000. 
in office, bank, store, laundry, ga | 






hotel, apartment building or other | 





e. restaurant, theatre, warehouse or 





Ser retail or wholesale service establish 





nt, including a frozen-food locker plant, 






XX). The category formerly had a cost 





it of $200. Warehouses were in sepa 







ategory with a $1,000 limit, and 
) was the limit for a  frozen-food 
er plant. | 
amount of maintenance and repait | 
k that may be done on buildings 






gories 4 and 5 is limited. Formerly 
e was no such limitation. 
\ church, hospital, school, college 





ited Service Organizations club, pub- 





8 feetlong - 


playground for children, a_ publicly 





ied building or group of buildings used 





public orphanage or 


hari 





purposes, an Here is the new Colovolt industrial 


fixture, one of a complete line of in- 
dustrial and commercial “‘packaged”’ 
units. Equipped with the standard 93” 
ne 10,000 hour lamp, Colovolt 

: é xtures may be used singly or in con- 
eeded for shore protection, $10,000 | Seamus live lighting a4 multiples 
of 8 feet. Instantaneous starting, no 
flickering, guaranteed for 1 year ex- 






r building used exclusively for « 





e purposes, a military exchange on an 





ny or Navy reservation, a canal, storm 








dam, levee, a jetty or retaining 







e former categories with $1,000 limits 
this 


1e new types of construction have been 





been combined in group, and 


*Trade mark regis- 


tered U. S. Pat. Off. 





\ factory, plant or other industrial 
t including logging and lumber camps, 


o 
ridge ver or ler ass, t nel, 
wn e, ove! r under-pa unn 648 S. FEDERAL STREET 


f . 





ROFITABLE 


pportunities for you 
F with 


UTOMATIC 
TIME CLOCKS 


LY Window Lights . . . Electrie and Gaseous Tube 
Signs . . . Apartment and Hetel Hall Lights... 
> Billboards... Fleod Lighting... Poultry House 
Lighting... Linetype Machines... Pumps and 
Metors... Electrie Refrigerator Defrosting... 
en Lock Safes and Vaults... Street Lighting 


























reas 


Systems... Traffle Signals... Signal and Alarm 
. Appliianee Outlets ...Water Soften- 
Advertising Displays .. . 
| Ventilating Systems . . . Attle and Exhaust Fans 

Eleetrie Fountains . . . Air Conditioning 
Equipment... Eleetrie Hot Water Heaters. . 
Compressors... O11 Well Pumps... Battery 
Charging . . . Sprinkling Systems . . . Airport 
Lighting... Chureh Bulletin Beards... Diera- 


y 


Chemieulture . . . Palnt Agitaters... Blowers 

S )... Yard Lighting Systems... Bulletin Boards 
Heat Treating . . . Panoramas... Cen- 

. » Suburban Rallway Station Platferms 


Systems . . 
ing Equipment... 





. . “Brings women into my store!" 


veyers . 





Dealers report: ‘‘Terrific profit-producer”, . . . 
“Sure-fire sales hit!"’...‘‘Best bet of the season!” 


*COLOVOLT COLD CATHODE 
INDUSTRIAL FIXTURES 


LOW VOLTAGE 


all steel 


cept for failure due to breakage are 
extra advantages of the Colovolt Cold 
Cathode low voltage fluorescent 
lamp. The long life expectancy of 
Colovolt lamps may be realized even 
when constantly turned on and of, 
and pre-scheduled re-lamping, with 
no loss of production or time, is now 
possible with Colovolt installations. 


Contact your electrical wholesaler or job- 
ber, or write us for full details and prices. 


GENERAL LUMINESCENT CORPORATION 


CHICAGO 5, ILLINOIS 





Never before a “natural” like the i oF Mabon 
new DUTCH Clothless Coffee Filter! 






















alit Chi tems . . . Electrie Cookers. . . ‘ 
ali Factory A yapg Eleetrie Glue Pots ed Park The Modern PRACTICAL Clothless Filter FREE! Full-color 
RS and PI d Lights... Gas and Ol! Heating se « Virtual breakable! Y 
Equipment. . . Plastic Molding . . . Solencid . eS . + DISPLAY-DISPENSERI 
ne © SNAPS IN EASILY ... can’t fall out! * 
» 24, | * ® I pe EE EE SS BACKED BY A GIANT 
Write for Information — | Pe Det 
and Discounts * NOW! At no increase 













ay 


. 194 ly 
















AUTOMATIC 
Electric Manufacturing Co. 
TIME SWITCHES—FLASHERS 
MANKATO @ MINNESOTA 
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IN 18 NATIONAL MAGAZINES! 
* 

If you haven't gotten on this 

bandwagon, phone or wire 

+n al (inner oases 

Hisw-otHAW Co., 311 N. Desplaines St., Chicago 6. Ill. Sales offices in principal cities 


WE CAN SUPPLY ALL THE DUTCH FILTERS YOU CAN SELL 


in price, every VACULA- 
TOR is equipped with the 
new DUTCH filter. 
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"Mr. Tops,”’ The 
Paragon Symbol 





of Top Quality. 





rphatomatie HEATING, 


VENTILATING, LIGHTING, 
PUMPING OR FLUSHING 
OPERATIONS .. . 


Paragon 700 Series Time Switches 
are equipped with 6” calendar dials 
which make one complete revolution 
every 7 days. Dial trippers can be in- 
dependently set for different daily ON 
and OFF schedules. Settings can be 
made in advance for an entire week. 
Any day or days operations may be 
omitted entirely on a pre-set program. 

Each day of week clearly separated 
from other days; graduated into hours 
and half hours; day and night dis- 
tinctly separated. Operations from 
ON to OFF or from OFF to ON can be 
set as close as three hours apart and 
can be separately adjusted through- 
out each 24 hour day in the week. 

Write for a complete bulletin 


Paragon 
700 
Series 
Time 
Switch 









4 
PARAGON ELECTRIC COMPANY | 


715 Old Colony Building 
Chicago 5, Illinois 


BUILDER OF ELECTRICAL EQUIPMENT 


| hanging pipe, conduit, BX cable, etc. 





dock, pier, commercial airport, bus ter- 
minal, truck 
common or contract carrier, a railroad or 


terminal operated by a 
street railway building or group of build- 
ings, a research laboratory or a pilot 
plant, $25,000. Formerly, the cost limit 
for a bridge, over- or under-pass, tunnel, 
dock, pier, airport, bus or truck terminal, 
railroad or street railway buildings, was 
$1,000. The limit for a factory or plant 
was $5,000, except that if the product 
manufactured was in Schedule A of the 
former order, the limit was $200. 
Schedule A, 


order. 


does not appear in the 


amended Formerly, construction 


jobs in plants manufacturing products 
listed in Schedule A could be undertaken 
without WPB authorization only within 
an annual cost limit of $200. 

8—Any other kind of unit, $1,000. Cost 
limit for this category was formerly $200. 

In a statement explaining why controls 
on construction lifted com- 
pletely at the John L. 
Haynes, director of WPB’s Construction 


cannot be 
present time, 
Bureau, said: 

“The construction industry is one of 
the largest potential uses of resources and 
one of the largest potential employers of 
manpower. It is therefore a key industry 
in the partial reconversion made possible 
by V-E Day, and as such it should oper- 
ate under as much freedom as possible. 


Millions of Steel 


JIFFY CLIPS 









MINERALLAC 


HANGERS, CLIPS, 
STRAPS, BUSHINGS 


Expert design, choice 
materials and con- 
trolled manufacture 
have built ‘‘top-service 
and longest life” into 


cialties. That's why the elec- 
trical industry ‘‘prefers Miner- 
allac’’... In steel and Everdur for 


Send for new literature and prices. 


MINERALLAC ELECTRIC COMPANY 


25 North Peoria Street— Chicago 7, Illinois 


MINERAL 
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You always find th 
EXACTLY RIGHT . 


erminal Lug— 

















in the COMPLETE line 


You'll see ALL good types of 
terminals in the Penn-Union 
Catalog. Shown above is the EZ; 
below are a few pictures giving 
an idea of the wide variety: 


Pressure 
and Solder 
Terminals 





ane © 


Sheet Metal 
Terminals — 
Hundreds 
of Types 





Also Tees, Taps, Straight Con- 
nectors, Grounding Clamps, etc. @% 
etc., thousands of items. And 
every one is Dependable, me- 
chanically and electrically. 
Penn-Union fittings are the first 


choice of experienced users. wy 


PENN-UNION ee 
ELECTRIC CORPORATION : 


ERIE, PA. = 
) al” 


Conductor Fittings 154 


—_ 
' HOUSE BRACKETS 





ELECTRIC FENCE (® 
INSULATORS 


Send for samples 
...and compare 
Universal quality. 


THE UNIVERSAL 
CLAY PRODUCTS CO. 


LL id 1549 East First St., Sandusky, Ohio 


Unfortunately, lumber and many other 
construction materials are expected to re- 
main in short supply for some time, and 
manpower is not yet available in many 
areas. These factors, and the necessity 
of maintaining war production, make it 
impossible to remove all construction con- 
trols now. 

“Controls will be relaxed just as soon 
as resources become available, but relax- 
ation will have to be gradual. Some gen- 
eral controls over construction must be re- 
tained to assure completion of essential 
projects and to prevent the drain of re- 
sources from war production and essential 
construction to less essential projects. 

The construction order L-41 formerly 
prohibited construction without specific 
W PB authorization, except for jobs fall- 
ing within very small annual cost limits. 
Applications for permission to undertake 
new construction above these limits were 
in general denied except where projects 
were clearly required for the prosecution 
of the war or for war-supporting activi- 
ties. 

“Under the new version of Order L-41, 
issued today, small industrial and com- 
mercial structures and certain other types 
of projects important to the civilian econ- 
omy may be undertaken without specific 
WPB authorization. .. .” 








JACKSON 


WEATHERPROOF 


SOCKETS 
vere ALUMINUM 


No. 5200 
No. 520! 


Tapped for 12" conduit. 


Will fit any fixture with 244” 
holder. 


@ READY FOR IMMEDIATE 
SHIPMENT 
@ Sold only thru Wholesalers. 


Manufacturers of 
Industrial Lighting Equipment 


* 
JACKSON 
ELECTRICAL COMPANY 


900 W. Van Buren Street 
CHICAGO 7, ILLINOIS 
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They're Eagerly Waiting! 


YOUR READY-MADE 
POST-WAR MARKET 


for 
TOASTSWELL 


TOASTERS 


| ee are the countless people who 


know what they want—and are 
willing to wait for it. And TOASTS- 
WELL Toasters are worth waiting for. 
We hope you and your customers 


won't have to wait much longer. 


Our entire production has been for 
the armed forces. When we are 
again able to supply you, what a 
satisfaction it will be to know you 
have an eager, waiting market com- 
pletely “sold” on beautiful, de- 
pendable TOASTSWELL Toasters 


“America’s Best! 


THE TOASTSWELL COMPANY 


620 Tower Grove Ave °* St. Lovis 10, Mo. 


Toustourelt 


iT 
EITHER WAY you LOOK AT 


SWELL 
TOASTS- WELL OR “TOAST wet 








The P&S 1815-D Line of 
Switches and P&S-Despard 
1311 Line of Combination 
Switches—while designed to 
permit compact ition 
are built to carry their full rated 
capacity—and carry Under- 
writers’ T-rating. 


If you have an application 
where space is limited and a 
good 10 Ampere switch is a 
necessity, here is the answer. 
Available in brown or ivory, 
in lock type or with luminous 
handles. 


Send for your co f th 
P&S Catalog today. planes 


Sold Thru Electrical Whole- 


salers. 











PASS & SEYMOUR, INC. 
SYRACUSE 9, N. Y. 
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